























SEPTEMBER - 1950 


MCGRAW-HILL PUBLISHING CO. tmx. 
PRICE SO CENTS 











Needed - 
rt (Clothes Dryer 


illions of women have learned to 
wash clothes automatically, but still 
have the back-breaking job of hanging 
out to do. Tell them the dryer story! 













No Automatic Washer 
Can match these 
§ most-wanted features! 

















: e 
#@ 
HIGHEST WASHABILITY. 
=) 1 Bouncing ... Turning Tumbling cleansing action gives 
highest washability. 
LEAST HOT WATER 
ned L 2 Uses less hot water than 5 ON washer (only 14 gals.) 
far less than most : 
SHORTEST COMPLETE CYCLE. 
_ 3 Washes rinses and dries finishes complete cycle in 27% 
minutes taster than any automatic Ww asher 
e Apex! 4” LONGEST FABRIC LIFE. 
strates go story! = . Gentle mf spree flexing... flushing prolongs fabric life 
provec YY ACTUAL Test 
= 5, FLUFFED...TANGLE-FREE CLOTHES, 


The only automatic washer with a“ fluff” cvcle the only auto- 


matic that delivers soft, tangle-free, fluffy-clean clothes 


Only Apex has the 
“ ° B 7 GUARANTEED PERFORMANCE. Trouble-free service over the years. Fewer 
Bouncing asker moving parts —oo gears of any kind to wear out or become noisy 
aD — 
Agitator 
molded from the 
miracle material FIBERGLAS 


Now! APEX DEALERS CAN SELL 
@ EVERY DRYER PROSPECT! 


Apex Gas and Electric dryers let Apex 


ash 


Dealers sell every dryer prospect 
because both offer faster, safer, 


more economical and efficient dry- 






\pe. . sr’ ve . <* 
oe rs = aie tin tei tne ele ing— 100°. automatically 
+ Gwarenteed by \ 
\ Good Mouse beeping 


Sse" THE APEX ELECTRICAL MANUFACTURING COMPANY «+ CLEVELAND 10, OHIO 
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. The Cover 


For a change, we are showing you a 
whind-the-scenes shot of the work 
hat goes into one of our four-color 
vers. Art Director Harry Phillips 

1 photographer Dave Roseni vield are 
Ricky Knox and 
models. Spectators 
merson, Pacific Coast 
w York visit and young 
Johnny vho was present be 
ause the picture was taken at Editor 
I aureace Wray'’s home. Temperature 
5 degrees. Model Marion Coffin is 

in market for a dryer 
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Everything about this mammoth new parts center at Newark, Ohio is 
laid out for hair-trigger, hurry-up service. Fast as the service is at all 
times, it’s doubly fast in case of emergency. Special orders are filled and 
shipped within a few hours. 

With abundant stocks of all needed items, back orders are reduced 
to a minimum. To keep well ahead of demand, we maintain at all times 
more than four and a half million pounds of renewal parts. 

Another big advantage is the central location of this plant at Newark, 
Ohio. Excellent shipping facilities permit dispatch of parts by air ex- 
press, railway express, parcel post, truck or railway freight. 

With this new parts depot backing them up, Westinghouse distributors 
ire NOW in position to offer their retailers the finest, fastest service in the 


ippliance industry. It’s bound to pay off in repeat business. 


Ce 
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YES, OUR NEW RENEWAL PARTS CENTER IS GEARED 
TO HELP WESTINGHOUSE RETAILERS GIVE THE KIND 
OF SERVICE THAT BUILDS SATISFIED CUSTOMERS 


WESTINGHOUSE ELECTRIC CORPORATION, Appliance Division, Mansfield, Ohio 
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Right Here Are 
Thousands and Thousands of ’em— 
Ready to Ship Promptly! 








$ Te fie ce ee sae 
NEW WESTINGHOUSE RENEWAL 
NEWARK, OHI 


Think of it! 150,000 square feet 
devoted to renewal parts exclusively 


rhis modern, up-to-date Renewel Parts Center is 
so well organized and integrated that orders are 


filled and dispatched with assembly line speed. 


TOASTER , WASTE-AWAY 
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Glass cant rust | 


With its mirror-smooth tank of glass-surfaced steel 


every Permaglas Automatic Electric Water Heater fea- 
tures built-in protection against rust and corrosion 








Of course it’s electric! 


AO.Smith 


AUTOMATIC WATER HEATERS 


Atheata }+ Besten 16° Chicege 4+ Delles 2+ Denver 2+ Detrol! 2° Hewsten 2+ Los Angetes 14 
Midland 5, Texas ¢ Milwaukee 2 + Mew York 17 + Piiledsiphie 3 + Pheenta © Pittsburgh 19 
Sot Lake City I + Sen Dinge 1+ San Francisco 4+ Seattle 1 ¢ Tulse 3 + Washington 6, 0.C. 
tnter national Divisies Miiwewkee | + Licensee io Conede Joke legis Co. lid 
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Today's BIG NEWS from A.O. Smith is THE Big News 
of the automatic water heater industry. Read why! 


NEW PERMAGLAS 


AUTOMATIC ELECTRIC 
WATER HEATERS 10 


SELL FOR NO MORE 


STE eR Cage REREENBIR oem 


THAN ORDINARY 
WATER HEATERS ! 


NOW EVERYONE CAN 


AFFORD CPamaglas QUALITY! 


LET US SHOW YOU HOW YOU CAN 
GET THIS BIG BUSINESS! 


With brilliant NEW MODELS and sensational NEW 
LOW PRICES, A. O. Smith now brings all the proved 
advantages of Permaglas quality and design—well 
within the reach of your customers and prospects! 


Once again, A. O. Smith engineering and production 
leadership goes away out front—bringing a 

NEW STANDARD OF VALUE to the automatic 
water heater mass market! 


Once again, A. O. Smith provides more compelling 
reasons than ever before to influence more people to 
choose Permaglas, Watch those reasons pull MORE 
new electric water heating business to the doors of 
the dealers who feature Permaglas! 





© Mounting sales records prove 
that MORE people want Permaglas 
Automatic Electric Water Heaters for lasting freedom from 
tank-rust. The glass-surfaced Permuglas tank can't 
rust because GLASS CAN’T RUST, 
¢ Forget servicing headaches caused by tanks that rust or 
corrode. The Permaglas tank is unaffected by any 
and all water conditions. 
© Permagias is easier to demonstrate, easier to sell. 
Glass-surfaced steel tank with Ceramitron construction 
is exclusive, non-competitive, clinches the sale—quicker. 
¢ New models in all popular sizes at new low 
prices make MOST water heater prospects Permaglas 
prospects for you! 


ieeiesiieeienioniodioniestiadiestienton 


A.O. Smith Corporation 
Water Heater Division, Dept EM-950 
Kenkokee, Iiinois 


Show me how | can cash in on the big news obout Permaglas Automatic 
Electric Woter Heaters 


Firm 
Address 


City Zone State 


a ae aes i ls ae tear a 
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Sure There Are Other Boosters on the Market! 


THANK 


ancne — - P 


oe 


FINEST TWO-STAGE 


ia 
plifier | 
EVER MANUFACTURED | 


List Pri 


oe Na rtm $4439 


ANCHOR’'S TWO-STAGE BOOSTERS NOW ROLLING OFF PRODUCTION LINE 


Yes, the finest TWO-STAGE Pre-Amplifier is no longer a promise but a reality..and 
what a reality! When you receive your first order be sure to study the instruction book 
which accompanies each ANCHOR TWO-STAGE Model ARC-i01-100. You Retail 
Dealers will soon enjoy a tremendous promotional campaign backing all ANCHOR 
BOOSTERS so be sure YOU know all the answers. We'll send you the customers. 























ANCHOR employs 4 totally new 
method of construction of the RI 


Stages i Maximum gain with besc 


Your customers will thank you 
you don't make an antenna instal 
lanon that too hazardous and 


Field tests made by independent 
service engineers have proven the 
Anchor Booster can give consist- 


possible Signal to Nowe Ratio 
When the nowe factor was meas 
ured un DB ut actually showed up 
better than the best TV cunet test 
ed at the Hazelune Laboratories 


costly when you can give them ent top-notch TV recepuon over 
100 mules. This s not a possibslity 
but a FACT! This, of course, will 
extend TV sales to many untap- 
ped markets 


# mote satistactory installanon at 
a profit to yourself with an 


ANCHOR BOOSTER 


Lag 





OB REE 


{ 
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The National Appliance-Radio-T¥ Picture 


Reports of Business from ELECTRICAL MERCHANDISING's Regional Editors 


The East 





By ROBERT W. ARMSTRONG 


| IOS RARE UNI ce er 

B* the second week in July the 
rush was on 

Eavesdroppers on any street-cor 


r conversation could hear words 


like Korea, Taejon, and MacArthur 
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Boston I spend more time than 
mu: can shake a stick at on the 
phone trying to scare up apphances 
{ larger size,” said a Hub merchant 
“It is pleasant to fill the orders 
while we have the stuff—but after 


that refrigerators and washers are 
in great demand. Smaller stuff is 
easier to get.” 

Another Boston area dealer with 
several stores confirmed reports of 
a consumer avalanche of buying. He 
doesn't know what to advertise, be- 
cause he doesn't know what he can 
get. His plans for hiring more sales- 
men have been junked 

From Springfield, Mass. one 
dealer summed up the supply situa 
tion, with: “We don’t see our sup 
plier friends in the store these days 
Nor can we reach them easily on 
the telephone.’ 


Upstate New York. “There are 
still a lot of appliances coming into 
Buffalo,” said one merchant on July 
31, “despite heavy scare buying by 
onsumers.’ 

Another merchant in the same 
area said, “Both white lines and TV 
are moving much faster. We are 
starting to run short on freezers and 
refrigerators and some shortages are 
developing in TV. Washers are go 
ne very fast and range sales are 
much improved 

\ third Buffalo dealer reported 
that refrigerators are 1 an alloca 
tion basis and ranges are getting 
arce, but that TV is still plentiful 


because many dealers had stocked 


j ] 
im advance Appliance volume 
he declared, was “b d to improve 
Nar or no wat Some semblance 





fa buyers’ market remains, he said 


De cause distributors are trying t 
ram merchandise lown our 
throats” and “distributors will take 
rders from builders on a pencil 
thin mark-uy 

There has been » very heavy 


n refrigerators and washers it 


recent weeks reports one Albany 
lealer, who adds, h ever, that dé 
mand for small apphances s re 

aining normal. Other dealers 


‘ Sallie ifea re] rted increases 


refrigerator and TV sales, more 
ash payr nts »D consumers and 
allocations, but on r tw addec 
hat the , ne hues 

i ! Ipsw rt rewa pC1OT 
Korea 


. more cain t il vITLE 1! the 
I te cramental areas f the 
ist Phere Mad a sales increase 
i course but iccording to New 
York City dealers, it wasn't as big 


YT s treneti « vht | necte 
‘ rene;¢ric i minn ie expected 


For example, a spokesman for one 


the city’s biggest chains declared 
t the end of July that he had 
nough refrigerators on hand for a 
onth of normal ing and enough 
rv ¢ three of non-scare 
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buying—just about the normal in 
ventory, Like many other dealers 
he reported that up until the rush, 
sales hadn't been remarkable. “We 
expected that the white goods sea- 
son would begin in late July or 
early August under normal condi 
tions,” he said, “but now we'll never 
know whether it would or not.” TV 
sales rose, too, but much of this he 
attributed to the interest aroused in 
RCA's new line. At this writing the 
firm was making no special effort 
to increase its inventory. “Out- 
guessing this market,” said a 
spokesman, “is like tossing a coin 
We are trying to do business as 
usual and only buying a little more 
than we normally would.” 


Long Island. Out on suburban 
arm of New York, matters were 
more hectic Asked if there was 
much seare buying there, one dealer 
simply said, “It's terrific. Large ap- 
pliances, including refrigerators and 
ranges, are in the most urgent de 
mand. We're fairly well off on in- 
ventory, but we have to fight for 
mercl andise 

Early in July Long Island dealers 
were complaining about the weather, 
zero TV sales, and the “20 per- 
center The picture changed al- 
most overnight. By the end of the 
month the complaints had changed 

la k merchandise rising d Ss 
tributor prices and uncertainty of 
uture deliveries. Retailers reported 
1 Christmas-like rush, with the big 
olume centering around retrigera 


tors, washers and T\ 


Philadelphia. “A fair amount of 
ire buying,” summed up one dis- 
sutor, He reported a bigger jump 
freezer sales than normal even 
during their selling season, no stock 
1 radios, terrific demand on elec- 
tr housewares, Refrigerators, he 
leclared, are short, “but they have 
been short since September of 1948 
Our refrigerator billing at the end of 
july was higger than for all of 
149 IV sales, according to this 
lesaler, were on the march prior 
to the Korean outbreak. When one 
new line was being introduced, he 


said. one tore sold 18 sets before 





they could even get their display 


One bigg Philadelphia retailer says, 
Things are terrific these past two 

eks (July 12-27) and the store is 

nply crowded all the time. And 

u have to have something very 
good to trade for my boys not to 
harge you for hauling it in. We 
innot order any white goods now 
nd have no idea of our allocations 
as yet. We received about 40 new 
rV sets of one make this past week 
ind now don't even have a sample 
on the floor 


Washington. Two of the biggest 
listributors in the nation’s capital 


report that they are cleaned out « 
inventory. However, dealers, while 
reporting zooming sales, still have 
some inventory, One dealer has had 
so much business he hasn't even 
had time to keep his records in 
order Another has voluntarily 
adopted Regulation W (20 percent 
down, 12 or 15 months to pay) to 
control credit buying. TV sets and 
washers have been in biggest de 
mand 

In spite of the grim outlook of 
controls, allocations, shortages and 
high prices, the war-born rash to 
buy has had at least one humorous 
twist: Dealers who two months ago 
were stuck with overloaded inven- 
tories as a result of bad buying are 
now the geniuses of the industry 


The Midwest 





By TOM F. BLACKBURN 
EOF IMA RIS CEI AE LS 


66 47 OU can sell anything you've 

got, just so it is painted 
white,” is the way one dealer in the 
Middle West described the buying 
frenzy that hit the country coinci 
dent with the Korean War. 

There are three times as many 
orders on the books for work ap- 
pliances as there were in June. It 
is said that purchasers of television, 
washers and refrigerators are buy 
ing stuff in the crate and storing it 
away for future reference. However, 
Mrs. Catherine Wilson of DeVales, 
Chicago, doesn't go along with this 

he says the scare has precipitated 
orders for needed goods, rather than 
for hoarding. Vacuum cleaners and 
luxury appliances are selling about 
as before, although distributors are 
grabbing up garbage disposers and 
dishwashers in great fashion. Kadiv 
is going along about as usual 

This hoarding question has its 
pros and cons. A Chicago manu 
facturer who tucks guarantee cards 
in among his products declares that 
the flow of return cards proves that 
the distributor and dealers are not 
stockpiling, but pushing the stuff 
along. This firm, which makes both 

(Continued on next page) 
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Every 


appliance dealer 


in America 





has new customers and old customers 

who will see OSTER advertising in... 
LIFE— SATURDAY EVENING POST 
PARENTS’—GOOD HOUSEKEEPING 
House & Garden —House Beautiful 
Today’s Woman — True — Today’s Health 
My Baby —Life & Health — Esquire 
Bernarr MacFadden Health Review. 


YOU'LL DO BETTER WITH ALL 


sie 


ELECTRIC HOUSEWARES 








osremizee® OSTERETT 
liquefher Bleade: Portable Mixer 


Remerkable aid te better health Does every food mixing job eosier 
heaper, more interesting meals Easy faster, better! 2 beoters. Lightweight 
lean Leetproof contomer pens powerful, stores in small drawer spoce 

t both ends Reta price $14.9 


mel base $79.95 
brome bose $34.95 


Retol p e t 





osTer osTer 
Airjet Hew Dryer Message Instrument 
tx ve et design dries b faste WW d's finest sieamnat § - 
ontrolied hot o de Hold wedish type motsoge. Re nes 
hand ond table erves, tones muscles, st tes 
Retad price $14.95 ' Retol price $24.50 


JOHN OSTER MANUFACTURING CO., RACINE, WISCONSIN 
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Jenith’s Great New Gobra-Matic 
Variable Speed Record Ghanger 


' 


the easiest operating 
...Simplest... 
all-speed automatic | ‘it | : 
record changer & 
ever invented | 





plays any speed record now made or yet to come, 10 to 85 r. P.M. 





® Now from Zenith—and Zenith alone —comes this spectac- SS 
’ ular, all-time answer to every record playing problem! The 
exciting, thrilling “Cobra-Matic”’ first and only record Only the “Cobra-Matic” has all this 





changer that plays any speed record now made or yet to 
1. Super-Cobra Tone Arm Plays Every Record Size—7, 
10, 12 inch... Every Record Speed From 10 to 85 R.P.M.! 


. come not only 33%, 45, 78 but any speed from 10 to 
85 R. P. M.! 

Now with the “Cobra-Matic” you can offer customers any 

Zenith* combination with positive assurance that a new 


Dial For Record Speed . . . PLAY! 
record speed will not make it obsolete. Demonstrate the sia 


| 

| 

| 

2. just Two Simple Controls . . . Dial For Record Size. . . 
marvelous, unequaled tonal beauty of the new Super-Cobra 3. Reproduction On A Radionic Wave For Truer, Richer 
Tone Arn its glorious reproduction of records on a Radi- Tonal Beauty . . . Practically Free Of Surface Noise! 


onic* Wave. Cash in on the amazing simplicity of the “Cobra- &.No Needle Te Change--No Extra Attachments To 


Matic’s” one dial for speed, one dial for size control! Sell Adjust! 


all your prospects on a record changer that is without equal 
or comparison in record playing history 5. Easier, Faster To Load — Just One Simple Spindle! 
It's a great profit-making opportunity So don't miss out 





Talk demonstrate—the “Cobra-Matic”—get set for a 





boom in phonograph sales with the Zenith “Cobra-Matic.” 


Available now in a brand new line of 
1951 Zenith consoles and table models of outstanding 
beauty ... quality .. . performance! 


 Lnith Mal Ma /, 0 A HW! | ade 


Zenith Rodio Corporation, Chicago 39, Illinois © Over 30 Yeors of “Know-How” In Radionics Exclusively © Also MAokers of America's Finest Hearing Aids 
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Tangle-Proof Top Suds Washing 
“Blectro-Safe" Wringer 
Insulated Tub 


aled-in-Oil, 
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WASHERS 


.++ ARE REALLY DIFFERENT 
.. EASIER TO SELL 
+» ASSURE 





Strip off the name plates of various washers 
and examine their features. With only one 
exception you can hardly tell one washer 


from another that exception is Voss. 


Corrugated, Double- 
Automatic Timer 
“Time-Tested” 
, all designed for easier sales. 
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Many appliance dealers ar 
} 


themselves veterans and will be 


among the first to go back 


Appliance Sales Soar. As this 
goes into the typewriter, the sale of 
slmost every type of electrical ap- 


pliance, radio and television set has 

doubled and in some cases, tripled 

Retail sources in Louisville, whicl 
wed an verall 15 percent 


appliance sales for June, 1950, a 

mpared 
1949, would not even estimate the 
increase at the end of July In 
Memphis, retailers declared that the 
big push was on; Houston and Dal- 
las envisioned prospects of being 


with the same month 


practically cleaned out of equipment 
while Charlotte, Jacksonville and 
New Orleans also felt the upsurge 
of scare buying 

Refrigerators and ranges led the 
parade on the best seller lists, and 
there were notable increases in the 
sale of water heaters, washing ma- 
chines and home freezers. Irons, 
fans aud other small appliances were 
moving steadily across the counter 
also. Other items were off slightly. 
Dishwashers took a drop in Louis- 
ville, Birmingham, Atlanta, Hous- 
ton, Miami and other key cities as 
did disposal units, clothes dryers 
and ironers 

The sensation of all was tele 
vision. Sales in Birmingham, Char 
lotte and Atlanta almost tripled any 
other month in history. There were 
ther factors besides the war which 
mtributed their bit to the grand 
rust The southern section of the 


co-axial cable is expected to be 


completed by September, bringing 
live programs in. Dealers’ ads have 


been stressing this fact heavily and 


ave starts a pu uzz about it 
Vm ud sell W T 
rced t ~ 1 cheape dels 
“ n the market All of these 
factors together with the war ball 
al ‘ 
at a kid it ri 
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but the demand is still healthy and 
onstant Just 2 ir scare 
uying is going | iffect the radio 
market is mot clear at ths writing 
Dealers questi d report an in- 
crease in the sale of all types of 
receiving sets, but few of them 
foresee a run on the ! 1¢ss 

All in all, the srtuat $ as con 
fused as a Hottentot at the Court 
¢ Se a Mavb xt . 

e “ t b 4 ge 
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By CLOTILDE G. TAYLOR. 





JRECAUTIONARY war buying 

has disrupted the normal sales 
icture of the Far West much as it 
as (presumably) elsewhere in the 
nited States. People on the west 


oast, which sees men and war ma- 


rials pass through its harbors on 
1¢ way to the Korean conflict, 
vidly remet t rtages i 
e last war at rent are cle 
tuk rt 
cir OWN personal necds ms time 
Stocks on Allocation. California 
and = expande al t imper 
tibly a ‘ 
' bounds as ‘ j posstbi 
rtages began t ece ! ty 
) ng the la k jul at 
were re trie ar 
war days ealer selling 
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th =, be 
wake 8° ao eer ven Use bed 


, know vic nee 

We jus® (Seinise! dealer, Dame . orst, — —s 

ry ht qrver Br. 22 ™ rion | Te 

° esse stuck i” pire nis orignal pres 
One , out, nise- 

pander hang re Dosestic Free 

me 

profit 


r 
its o me)? ve 
short retail wes pandie it 
in these day? of ler can afford 
an appliance’ 








Yes, Domestic business is appliance business, as Here's Mr. Miller, left, who wrote the above letter. 
Read what he says about his suceess with the Domestic 
Franchise in Litchfield, I. With him are Mise Helen 
dealer of Litchfield, LIL, testifies in his letter above. Rocks, “ahuledy. and Pend Bovanl, Sates, Manager of 


Mr. H. G. Miller, a highly successful appliance 


And hundreds of other appliance retailers throughout 


the country have discovered that the Domestic 





Sewmachine Franchise means substantial additional 
revenue with little additional overhead. If you, too, are interested in extra 
volume and extra profits, see your Domestic Distributor now, or write to 


Domestic Sewing Machine Co., Inc., Cleveland 1, Ohio. 


Domestic 


A Product of American Free Enterprise . . . Built by Skilled American Craftsmen 





Display and demonstration are two important selling 
tools that the Miller organization uses in attaining an 
anticipated annual gross of $20,000.00 on the Domestic 
line in a city of 8,500, Here’s part of their sales room. 





hESHe Hien Fhe hes Rowe et ge: Hie bo 
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ann Oe 


look for this 





G4 . 
Vessions 
SWITCH TIMER 





For the first time, Sessions offers the radio and television industry 
these handsome switch timers with squore polished brass bezels 
ond etched numerals, color filled. These, of course, are in addition 
to ow standard round bezels. Luminous hands and dials cre 
available if desired. 

For your customers, the name of Sessions on o radio and 
television timer means accurate control that is absolutely depend- 
@ble, vitra-quiet and trouble-free. For you it means a nationally 
e@ccepted product backed by notional advertising, approved by 
Underwriters’ Laboratories. Factory tested and fully guaranteed. 
Sessions Switch Timers have “x-tra appeal” style and mechanical 
features thot help make radios easy to sell — plus dependable 
construction — long life. That's profit plus aplenty! 

Sessions means the best in radio timers . . . sell the Sessions 
features! 


THE SESSIONS CLOCK COMPANY 
TIMER DIVISION 


Forestville, Connecticut 





THE NATIONAL APPLIANCE AND RADIO PICTURE 








de z ; P 
for ¢ reas f anot ! " 
e be e sistent t 
mediate delivery Frequently they 
with cash in hand. Many peo 
‘ to keep their Id equiy 
enta well, as a se i precaut 
nm fact trade-ins seem t have 
ropped off to nothing at al 
jemand was felt first on replace- 
ment em such as retrigerator 
washers and ranges, but it has 
pread as well to less rapidly mov 
ng appliances. Television is defi- 


Freezers have had a 
pecial demand Memory of food 


itely short 


hortages has led many, even in 
ich a reluctant freezer market as 
San Francisco, to seek to purchase 
a freezer in order to provide them- 
elves with a food bank. Should the 
var prove as local and relatively 
hort-lived as is hoped, the present 
pread of ownership may prove an 
excellent thing in developing hith 


rto backward markets 


Factory Shortages. Some distr 


$ report no drop in shipments 








their factories, but others al 
" 


ready have been placed on an allot 


nent basis considerably less tha 
r own normal demanl. One 
estern manutacturer of major ap 
inces explains his own situation 
lue to the fact that the hupment 
stee! wil } I factor va ex 
‘ rt August has be lelayed 
til yove ber An astert tac 
head told dealers at San Fran 
immer mart ti armed 
mp ditions mig i 
expected for t ext ‘ 
ar wit ‘ eq irtia 
! 1 in tl supply {f apt 
e N nmediate itt vr fF « 
anticipated, however 


What the Dealer Should Do. A 
e from manufacturers and w le 
sler to dealers is Avoid scare 


Keep your sales force in 





act f dow payments are taken 
e delivery, k sepa 
t her { 7 T) t tab 
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w t tiy sel . i dist 
washers Re ber tha the 
twar lay t s du ated 
! more i ne firr 
: ad happ w in the 
nile mark \t ia c at 
rar i t 
i the last week in July, was large 
la dealer W suall iritt 
toward the las i early i 
to see what uld pick 
’ tle advantage t her 
ve however. Ma the new- 
t display were tor k 
a ) | del y y tro tne ta 
ad been def ly delayed 
Effect on Discount Selling. | 
eantime it is teresting t 
f how present conditions may 
Los Angeles. Up to the first « 
< t t git te bh 
’ i ‘ atca 5S 
‘ 
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i \ t & 
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yuy “through a gov 
ernment mnection” and to t 
eless priviicege given by sonic 
large stores to their employces t 
purchase at a discount, without a: 
check to see that the purchas« 
for personal use. Facts from th« 
source are not available but rumor 


has it that the employees of on 


























large department store purchased at 
discount a million and a half more 
f goods in one year than the tota 
sum of their salary checks. At any 
ate, there has been practically not! 2 ; 
ing in. Los Angeles which could not 
be purchased at a discount from 10 
to 30 percent off. There were dis- 
count houses, entered only by a ‘ 
ard, discount brokers openly ad 
vertising that they would purchas« 
anything for you wholesale, “liquid 
ators selling distress (and other 
merchandise, plus big talk artist 
skirt the legitimate so adroit! 
hat they + thus far kept out 
l All government employee 
federal, state and city, carried dis 
muunt cards; farmers could bu 
through cooperatives; big industries 
uch as oil, airplanes, motion pi 
*s, transportation, had employe« 
t asing clubs; labor unions, ClO 
and AFL alike, had purchasing of 
fices t ugh which members coul: 
buy This ft the legitimate deal 
i y appliances which woul 
r € pur } ise j el ere 
Television Worst. The telev 
arket was the worst Apparent 
the attractions of the volume b 
ness w h Los Angeles deak 
had developed had been sufficient t 
ring in the boys from all over t 
intry. Some of them had big 
ynne chind them. They were aj : 
urently able to buy from some leg 
i wicsale sources nd the 
ewa to | hase distress me 
lise at a few cent 1 the d 
lar I} competition sent n 
lealers and a few wholesalers to t 
ill, with more distress mercha e : 
for this group to feed upor 
‘ rcle was a vicious one. Mar 7 
the firms had scouts out all the 
e, approaching legitimate dealer m 
th the offer of “taking anything 7 
ure stuck with off your hands 
or cash. This they could resell far 


below legitimate prices, even in a 
few cases offering service on the 
article. They could afford to—they 
received a bigger profit than the 
regular store. Mostly however, th 
appliances they sold were orphans 
\ few dealers with regular fra 
hises apparently were not above 


Dealer Strike. By summer of t! 


year the situation was so bad that 
many formerly active dealers wer 
mply refusing to push telev 
I've cut my TV sales to 2 percent 
f my total” said one dealer. An 
ther, formerly exclusively ad 
and TV, now sells 70 percent ot! 
més At i had taker n whit 
goods and says he expects t 
’ a very small buyer of 
sior t atters clear u A 
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THE SHOREHAM wish 16-inch screen. Mabogeny or maple finish, $298.50 
Magnavox Dealers Enjoy 
Largest Discounts in the Industry! 


By selecting fewer and better dealers, and by selling directly to them, 
Magnavox is able to offer dealer discounts ranging up to 40% on 
television receivers and up to 45% on radio-phonographs! In addi- 
tion, Magnavox dealers enjoy a 2% cash discount, generous adver- 
tising allowances, free delivery of merchandise to their doors, and 
Magnavox pays the Federal excise tax. Best of all, Magnavox prices 
are Fair Traded, wherever permitted by law; and so these long Fort Wayne 4 
Magnavox mark-ups do not shrink. / irr #*biect te chengr without notin 


The Magnavox Company 


Talelielale 
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10 SHORT MINUTES 


...with the sensational new automatic 


EVRERA 3*i 


WONDER CLEANER 


EUREKA NATIONAL HOME CLEANING SURVEY 
Based on the findings reported in the Starch National Survey for the 
Vacuum Cleaner 1947—the Eureka 
Williams Corporation is now conducting survey demonstrations in 
Eureka 


letermine two essential 


Manufacturers Association in 


thousands of homes with the 
in | Wonder 


facts 


sensational 
Model $-250, & 


new Automatic 


Cleaner 


ri) the present cleaning effi- 

ciency of the various 
types and kinds of electric 
cleaners now in use 


SEPTEMBER 


1950- 


e the actual amount of 
embedded dust and dirt 
that can be removed from a 
9’x12’ rug or its equivalent in 
10 short minutes with the 
sensational new Eureka Auto- 
matic “3 in 1°° Wonder 
Cleaner, Model $-250. 
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A SHOVELFUL OF DIRT * 


AMAZING OBSERVATIONS! 


Eureka Test Demonstrations In Thousands of Homes Prove 


STARCH NATIONAL SURVEY 


In most homes the rugs and carpets are saturated with embedded 
0 : Conducted for the 


Vacuum Cleaner Manufacturers 
Association in 1947 
Established the following facts 


dust and dirt notwithstanding the current regular use of some type 


of electric vacuum cleaner 


4 The rugs and carpets are saturated with embedded dust and dirt 


‘ because most cleaners now in use cannot possibly do a thorough 91% of all veers of electric cleaners have large 


rugs in their living rooms, or carpet woll 
to wall 


16 5% of all women who own vacuum cleaners 
. 


stote the cleaning of rugs and carpets is 
the most valuable service performed by 


job of deep cleaning in twice over any One spot or section (mov 
ing the cleaning nozzle forward—then backward) which is the 

" . usual procedure of women in a hurry to get their cleaning done- 
and done quickly 


© In most homes, the sensational new Eureka Automatic “3 in | 

their cleaners 
Wonder Cleaner, Model S-250 will remove a shovelful of dirt 
from a 9°x12’ rug or its equivalent in 10 short minutes even when Based on these findings, the ease and higher clean- 
ing efficiency of the amazing new Eureka Automatic 
"3 in 1 Wender Cleaner, Model S-250 on rugs and 


carpets should appeal to most women 


the cle ining action ts limited to swice over any one Spot Or section 


Dealers and salesmen who will take 10 minutes to expose em- 
bedded dirt and prove the higher efficiency of the completely 
automatic cleaning action of the sensational new Eureka" 3 in 1” 
Wonder Cleaner, Model §-250 with the new Eureka Test Dem- 


onstration, will have better than even chance to obtain an 
immediate Eureka sale. 


WRITE OR WIRE 


for full information on bow to make amazing 


new Eurcka test demonstration 





Eureka Williams Corporation - Bloomington, Illineis 
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WASHINGTON CURRENTS . . . covernment Mobiizes for War 


By Washington News Bureau, McGraw-Hill Publishing Co. 


INFLATION, SHORTAGES, AND 
GOVERNMENT CONTROLS 


Inflation, shortages, and government econtrol»--that'’s the out 
look for businessmen for as far ahead as you can see. As during 
World War LI, the government is getting the war powers it 
needs to line up business and industry behind our stepped-up 
military mobilizahon 

The lid is off military spending. A $13-billion defense program 
has become, almost overnight, a §23-billion program—and there 
it almost certainly more to come 

Result: higher taxes, a tightening of the civilian standard of 
living, and a rough time for the businessman. Government 
officials admittedly have to improvise day-by-day. But the history 
of government controls during World War I1 reveals clearly 
the inevitability with which partial controls grow into complete 
controls 

Housewives and consumers put the pressure on Congress, and 
Congre a foreed Trumar to take complete power over the 
econae»ny 

Result: the Administration ge wrapped up in one small pack 
uve the authority to use every econ iw contre f World War 
Il, ineluding price control and rationing 

But the outlook is still for limited use of these powers. There's 
no thought of a broad regulation of materials, credit, prices, man 
power, warmer mie there’s an all-out war between the U. 8. and 
Russia. In that event, of course, Washington takes over immedi 
itely, to a far greater degree than during World War I1 


As things stand at th writing, mu’re going to see a step-by 
tep use of control In the early tages t will be ove eritical 
materials, to a re w tat tput and yop iie for essentia 
wiian needs 

However, you are roing t ee Toug contro ve quickly or 
vwrticular industrial raw materia Most important: steel. After 
that there are a dozen or © eritical items on the t neluding 


aluminum and such non-ferrous metals as copper, lead, and zinc; 


rubber; chemicals such as benzene; and electr ‘ ronent 
n¢luding wire, tubes, condensers, and the lik« 
Already, rubber eontrole are designed to } nsumption t 
¢ level of the 12 months ending June 30, 105 bi lec 
sroducers figure they may have to cut back rac n elevision 
25.30 pereent, but they don’t know how nm the i have tk 
ke such a move Auto makers hear similar fiyrures—-but they 
ite tha will be at least {) months from now before the 
“Tt intiv bv the new p ra 


The ntro! n the “Defense Productios \ 1950 
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Then there will be limitation orders, restricting the use of tin 
in cans, for mstanee, or copper in kitehen utensils 

Priorities for military orders in the works will come along 
as soon as the paper work can be organized. Then priorities 
for new weapons and equipment. And then priorities for essen- 
tial civilian equipment like freight cars or power generators. 

Allocations—rationing the manufacturers—will probably come 
last, because it takes something like a War Production Board 
to operate them. This is where you get the percentage cutbacks 
that would bring auto preduetion, for instance, down to maybe 
5 million units per year, Cutbacks can be 100 percent, of course 

an outright ban on a specified item, if things get tough enough 


CONGRESS GOES ALONG 


Even the most anti-Fair Deal Congressmen have fallen into 
line behind a stepped-up mobilization program, and its drastic 
controls 

Actually, Congressmen know they dare not vote sgainst it; 
ige 


they can only amend or trim around the e 


CRITICAL MATERIALS AND CUTBACKS 


At the outset, officials have been reluctant to release the full 
list of materials and components they plan to control first. But 
by controlling just three—steel, aluminum, and copper—they 
figure they can immediately reduce non-essential consumption of 
many other eritical items 

For instance, control over end-uses of stee] also would reduce 
consumption of tin and alloying metals such as manganese, 
chrome, nickel, tungsten, molybdenum, vanadium, cobalt-—most 
f which may be found on the Munitions Board’s stockpile list 


Cutbacks in co yper uses would also eut down zine demand, 


nee zine is combined with copper in many brass product 
Same goes for aluminum, which ts alloyed with some of the 
ume metals used in steel alloys 
The military and the National Security Resources Board have 
1 long list of items in addition to these three, that will have to be 


; 


liverted from civilian uses to military produet 


With steel and aluminum production barely in balance with 





demand just before Korea, it’s easy to see how demand in the 
grey market” whooshes prices sky-high. About $6 on of 
fruman’s new $10-billion defense spending goes for hard goods 
urplanes, tanks, guns, ammunition, electronic equipment, trucks 
ee ps, and the like 

Not all of this $6-billion for hard goods can be pent in the 


next 12 months. But the estimated $2.5-billion that can be spent 
n the next year indicates the degree to which « n items 


ising these scarce metals must be cut back 





Where will the cutbacks come? Secretary o Commerce 
Sawver indicated where some of the “fat” micht e tr 
yack He noted that steel shipn ents during May-June 195 
exeeeded those of May June 1948 by 12 percer “Ther was 
however, a marked change in distribution. Shipments increasec 
05 percent to the automotive industry, 22 percent to construction 
ind 52 percent to refrigerator manufacturers,” he declare 

Sawyer had the same story on eopper and nur pro 
duction is up, but demand is even greate: ‘The same situatior 
s present n the case of many other : erials, such 
chemi unber, and petroleum, and in the case of many 





of equipme 


TIMING IS TQUGH TO FORECAST 
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appy customers make 
, happy dealers 





@ MERTLAND Automatic Electric 
Water Heaters are made in com- 
plete size range from 10 to 100 
gallon round, and 35 to 45 gallon table top . . . the right size 
for every use. People everywhere like Mertlands. They give 
wonderful service, are outstanding for good looks, have every 
modern convenience feature . . . and the prices are right. 
The longer you sell Mertiands, the better pleased you will be 
with the way the line delivers satisfaction to your customers, 


steady profits to you. 








ail 


SMERTLANDS 


Loe 
AUTOMATIC ELECTRIC WATER HEATERS 


















MEMBER OF NATIONAL ELECTRICAL J acturer 
CHATTANOOGA, TEN 
* WATER HEATER SPEC 
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yinsT PRIZE 


$500.00 


ZES thing going.” In three previous consumer 
1 

sH PR 

407 CA 


Westinghouse believes in “keeping a good 


contests, dealers in all parts of the country 
consistently upped their light bulb sales, 


_ , $800. some as high as 500% . . . and won big 
ist Prize - © ¥ a ee 250. each cash awards for successfully promoting 
2nd ‘aan ace 2 — each the popular consumer contests. 
paw yoPrises- - “ = 28. a 
Next 40 Prizes ~~ ar nti 

| Next 50 Prises > * 


——— 
el 


oe 


L —— ae you CAN BE SURE eo IF ITS 


Westinghouse 
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Oh! How These 
Promotions Sell! 


Here’s the ad that'll sell em, and they'll 
see it in leading magazines and news- 
papers and leading Sunday newspaper 
magazines, Once more people will be 
looking for and insisting on the Wes- 
tinghouse brand. DON’T WAIT. GET 
IN AND TIE IN EARLY FOR EXTRA 
SALES AND EXTRA PROFITS. IF 
YOU'RE NOT NOW CARRYING THE 
WESTINGHOUSE LINE, MAIL THE 
COUPON TODAY. 


READ WHAT DEALERS SAY 





ELMWOOD PLACE, OHIO 

“Our average movement of light 
bulbs was two or three dozen a week 

Due to our display and your terrific 
promotion our bulb sales increased 
toalmost 75 doz.aweek during your 
contest.” $.M 


- 
LOS ANGELES, CALIF. “Our 
inventories show that our bulb busi- 
ness increased at least 34% during 
recent contest.” J.A.R. 


READ THESE SIMPLE RULES: 


1, Set up contest display materiai in your store and windows 
Place bulbs and entry blanks in high-traffic locations, such 
as check-out counter, Use other means to publicize the con- 
test, such as newspaper ads, special exhibits, cards, truck 
advertising, etc. Have your sales people tell customers about 


the contest. Make your displays clever and forceful 


Write a statement on a plain piece of paper in 100 words or 
less on the subject: “How the Westinghouse Contest Helped 
our Store Sell More Westinghouse Light Bulbs.” Be specific; 
give figures showing sales increase. Describe all the ways you 
name and 
we and the name and address of the distributor 

irom whom you buy your lamps 


promoted contest 


address ef st 


ELECTRICAL 


Include your name and the 


Mail entry to 


York 46, N. ¥ 


MERCHANDISING—SEPTEMBER, 


Westinghouse 
Dealer Contest, Box 570, New 
Entries must 


eligible 


ST. LOUIS, MO. “imposing con- 
test display attracted of 
new customers and resulted in an 
increase of 950% in sales of Wes- 
tinghouse Light Bulbs.” A.J.W. 
* 

ATLANTA, GA. “During the re- 
cent Westinghouse consumer con- 
test we sold ever $4500.00 worth of 
Westinghouse bulbs, largest volume 
in our 24-year history,” W 3.1. 


be postmarked not later than midnight, Dec. 15, 1950 to be 


3. Submit at least one photograph showing the contest display 
at your store. Be sure to place your name and the name and 
address of your store on the back of all photographs submit- 


ted. All photographs submitted become the property of the 


THE REUBEN H 


LAMP DIVISION 
WESTINGHOUSE 
BLOOMFIELD, NEW 


ELECTRIC 
JERSEY 


Westinghouse Electric Corporation a 


4, Prizes will be awarded on basis of originality, interest, con- 
creteness, and comprehensiveness, In case of ties, duplicate 
orizes awarded. All entries become the property of the Wes- 
uunghouse Electric Corporation and none can be returned 
Entries will be judged by a board of impartial contest experts 

DONNELLEY CORPORATION. De- 


cision of the judges is final 


§. This contest is open to all Westinghouse lamp dealers and 
their employees 


CORPORATION 


1 am not now handling Westinghouse light bulbs, but I would like 
to know all ahout how I can cash in on the new consumer contest 
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A COMPLETE LINE OF READY-TO-ATTACH ELECTRICAL REPLACEMENT CORDS 
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Starts In pt. 18th 








Biggest Fall-Winter Advertising Campaign 
in CAMFIELD History! 
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This Double-Spread 
is the Opening Gun 


The Atiantic City Housewares Show proved what And that's only the beginning! Multi-millions more 


we already believed—that America's Finest Toaster will see other ads frequently in Life, Saturday Evening 
and The King Of Automatic Coffee Makers are the hot- Post, New Yorker, Newsweek, Better Homes and 
test small appliances on the market. Orders poured in! Gardens, Bride's Magazine and Modern Bride! 
Car-field is backing the line with the greatest fall- DON'T let these buyers pass up your store. See 
winter advertising campaign in its history. Look at your Camfield distributor, or write Camfield for his 
that opening dovble-page spread for Life Magazine, name. Free displays, reprints of advertisement above, 
reproduced in miniature above! Think of the sales direct-mail literature and catalog pages are available 
impact it will have with the 26 million who will see it! to tie-in your store with all this advertising. 


CAMFIELD MANUFACTURING COMPANY, GRAND HAVEN, MICHIGAN 


Famous for Blue Ribbon 
Appliances 
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a Tiotorola TV 


FOR BEAUTIFUL CABINETS! oa 
FASHION AWARD STYLING! =o 


T = | 


superb “furniture styling” 
wins highest TV fashion award 


You'll be proud to display the 





















j new Motorola TV line for 1951. 
It features the most beautiful 
, TV sets in America awarded 


the coveted Fashion Academy 
Gold Medal for “fine craftsmanship 


=< 


and distinctive design.” Get 
ready now for a BOOM YEAR 
with Motorola TV-—the line 
that’s styled to sell! 




















7. 2.9 seautirut MODELS 


with the “selling features” you want 





The new 1951 Motorola TV gives you every plus feature you want for plus sales! 
Customers prefer Motorola's 2 simple controls Bilt-in-Antenna . precise target 
tuning widened band pass automatic gain control and many more 
Motorola features that assure clear, steady pictures. There’s a Motorola TV style 





and screen size (14 to 20 inch) to please every purse, every home 
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is your tOp line for91- 


FOR DEPENDABLE PERFORMANCE! 


every set ‘performance tested” to assure 
long-term dependability... 





Motorola engineers have. kept pace with Motorola tests such as the “Live Power” and “Shake Table” 


designers in presenting you with a line that is the tests pictured above. The result is maximum consumer 
“hottest” in TV history. For dependable performance, satisfaction .. . minimum dealer service . . . and 
it has no equal. Each set must pass a battery of rigid record-breaking sales. 


...and promoted by one of the 









¢ Motorola's smashing multi-million dollar 
ad campaign is geared to bring you 
the greatest TV sales season you have ever 
enjoyed. Everywhere, every place, every 
hour .. . TV prospects will see and hear 
the Motorola story in newspapers, magazines, 
radio, television, store display, and other 


mean more sales for you! 


Motorola T 


MOTOROLA INC. © 4545 Auguste Bivd. © Chicago 51, Illinois 


CONTACT YOUR MOTOROLA DISTRIBUTOR TODAY! 


| dynamic traffic-building promotions. This will 
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FOR EXTRA SAVINGS 


"HEATER LINE FROM FLORENCE 


features and performance to help 
you close sales 





















In gas heaters—in oil heaters—a model—and a price—to 
suit everyone ...that’s how complete the Florence line is. 
So why not concentrate on this line? It means larger dis- 
counts earned through quantity buying and more conven- 
lence in stocking and ordering. You gain in every way— 
by featuring Florence. 






COMPLETE 
LINE OF 
7 MODELS 









LEADING IN VALUE FOR 76 YEARS 


GAS RANGES —LP-GAS RANGES — ELECTRIC RANGES — OIL RANGES 
DUAL OVEN Combination RANGES — OIL HEATERS — GAS HEATERS 





FLORENCE STOVE COMPANY Genera! Sales Offices and Plant: Gardner, Mass. Mid-Western Plant: Kankakee, © 
iMinois. Southern Plant: Lewisburg, Tennessee. Other Sales Offices: 1 Park Ave.. New York; 1452A Merchandise Mart, ~F + acy SRS a e 
Chicago; 419 Western Merchandise Mart, Sen Francisco, 53 Alabama St., S. W., Atlanta; 301 North Market St., Dallas. [0 SAO OER Realy fae 
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DRE Ey AS ee AR EON ROD Br 


Sl More, Profit Mon! 


hinlpoot 


Sensational ,.. nothing comparable in appearance and value! 
That's the verdict of profit-wise dealers and distributors 
after seeing the beautiful new 1951 WHIRLPOOL automatic 





























WITH THE 
BEAUTIFUL 


new 1951 





washers and dryers. 


WHIRLPOOL . . . most wanted by most women. . . has 
more of everything to make it a fast seller and real money 
maker for you. It has quality, design, eye-appeal, buy-appeal 
plus promotion by the biggest advertising campaign in 


WHIRLPOOL history. 


You must see WHIRLPOOL to really appreciate its great 
profit opportunities. Don't settle for less . . . sell WHIRL- 
POOL, today’s greatest home laundering sensation. 


WHIRLPOOL 


L\utematic Washer 


. with Suds-Miser and the Seven Rinses, 
Cycle-Tone, Ultra-Violec Lamp, Agiflow 
water action, water saving on partial 
loads, automatic door release that glows 
when washer is in operation and other 
sales-clinching features. 





WHIRLPOOL CORPORATION 
St. Joseph, Michigan 


I'm interested in the new 1951 WHIRLPOOL home 
laundry equipment . . . send me complete information. 


Firm Name 


Address 






City Zone State 


Individual’s Name 
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LOW-COST LINE. “Toast- 
master’s” introduction of the new 
Commander line is timed to help 
you sell. It comes in the face of 
generally rising prices. It gives you 
a selling wedge with the shopper 
who wants the safety, conven- 
ience, and dependability of electric 
water heating but balks at its cost. 
Yes, the new Commanders will def- 
initely broaden the market for 
you. And while prices are excep- 
tionally low, these new water 
heaters are not “price models.” 
Each is “Toastmaster”* quality 
throughout (as many appliance 
dealers know, we're mighty fussy 
about any product that bears our 
name). On these two pages you'll 
find several important selling fea- 
tures. Look them over. Then, re- 
turn the coupon for full details 
and prices. 


50-GALLON MODEL 













Meet TOASTMASTER’S NFW | 
...Mhe quality low-cost line that 











ae 
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COMPLETE LINE. There'sacomplete range 
of sizes to suit every customer need. The 
Commander comes in 30 and 40 gallon 
table-top models, Also in 30, 40, 50, 67, 
and 82 gallon round models. 


NEW “LIFE-BELT’’* ELEMENT. The famous 
wide-area heating principle adapted to the 
new Commander. Operates at gentle “black 
heat’’—prevents liming even in hardest 
water. 





“tONODIC"* SYSTEM. Optional at small 
added cost. Helps prevent corrosion. Here’s 
internal tank protection that guards you 
against loss of valuable customer good will. 





TEMPERATURE CONTROL. Gives finger- 
tip regulation of water temperature between 
\ 120° and 170° F. Set “Low,” it gives max- 
imum economy; set “High,” it provides 
Hes ample hot water for extra-heavy demands. 


FIBERGLAS INSULATION. More efficient, 
money-saving insulation that keeps heat in. 
Moisture-proof and vermin-proof. Outside 
surface of water heater stays cool—even 
when water is 170° inside! 





MAIL THIS 


McGraw Electric C 








Commander Flectric Water Heaters 


Imoves in a rising-price market / 


BUILT-IN HEAT TRAP. Keeps hot water 
from escaping into uninsulated piping sys- 
tem. Prevents heat loss. Saves fuel, saves 
money, wins customer satisfaction. 


10-YEAR SERVICE WARRANTY. Covers 
the element as well as the tank. Builds cus- 
tomer confidence in the product... in your 
store... in you. 


UL-APPROVED. Carries the reassuring, 


respected seal of Underwriters’ Laboratories. 


Built by the makers of the famous “Toastmaster” Toaster 


TOASTMASTER 


Aritomatc Clechic Waly their 


© ToasrmasTen Lore-wect,.” and “lowonte” are trademarks of MeGraw 

Biectric Company, makers of “Toastmaster” Toasters, “Toastmaster” Pleetric 

Water Heaters, and other “Toastmaster” Products, Copr. 1050, Clark Divi- 
tiom, MeGtaw Electric Co., Chicago, Til 


COUPON NOW! 





y, Clark Divisi £-90 





? 


5201 W. 65th St., Chicago 36, lilineis 


Please send me { full details and prices on the 
“Ti A 
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Now! You can feature the hottest selling sun lamps on the market! Ac 


the right is the lamp that broke all sales records the Sperti Portable! 


Here's a lamp that gives your customers ultraviolet plus infra-red 
radiation a genuine high intensity Mercury Arc unit (not a bulb) 
... all the advantages of more expensive sun lamps at the amazing 


low price of $12.95 


You can’t go wrong with a product like this! It’s the talk of the town— 
you could sell it without any adveristing whatsoever! But with the ad- 
vantage of the full power of Sperti’s big advertising campaign hitting 
your market... you just can't miss on setting bigger than ever sales 


records this year. 


Your BIGGEST Profit Opportunity this year! 


How many will you sell? 


QUER 110 MILLION /MIPRESSTONS... for the biggest 





FREE 


This ad will appear in the 
follewing magazines... 


Fastest selling Saenz sunlamps 
backed by biggest ad impact in history! 


Sperti Suniamps broke all records last season... 
increased advertising means even MORE PROFS tor you this year! 


'4 insertions in COLLIERS! 4 in POST! 2 in LIFE! 10 insertions each in 13 big newspapers. 















FAIR TRADED 
- 


be 





SPERTI 
“SUNNY” 
Model P-104 


impact in Sperti history! 











COLLIERS Nov. 25.1950 Feb. 3.1951 


Ye Page Dec. 16, 1950 Feb. 17, 1951 
















POST Nov. 11, 1950 Jon. 13, 1951 


Ye Poge Dec. 2, 1950 Feb. 3, 195! 






LIFE Dec. 11,1950 Jan. 22, 195! 
Ve Poge 







This ad will oppeer for 10 
insertions in the following papers: 


AD MATS! 


7 \ siete 
—</ 


TELEVISION! sinsre rim spor sA9% 





SPERTI~ 
““ SUNMASTER”’ 
Medel 4-400 











RETAILS 
FOR 










>) Boston Globe Kansas City Star Times 





a Chicago Tribune New York News 





Pittsburgh Press Cleveland Press 








EXTRA SALES HELPS! rae TRADED 


INFORMATION BOOKLETS DISPLAY CAROS STRING TAGS*ENVELOPE STUFFERS 

















St. Lowis Post Dispatch Detro:! News 











Minneapolis Stor Tribune 





San Francisco Examiner 


Now! Up-gra 








Cincinnati Times Stor 








Philaodelph 


» Bullet 





Los Angeles Times 


TAKE ADVANTAGE OF THIS PROFIT OPPORTUNITY! © 


Stock... Display...Sell these fast-moving Sperti Suniamps! 


CALL YOUR DISTRIBUTOR TODAY! 


Increase your profit-per-unit with Sperti 
**Sunmaster’’— Family Size Floor Model! 


dy, beautitul, fast-selling. Outstanding value at $49.95 






¢ area 






WORLD’S LARGEST 
MANUFACTURER 
OF SUNLAMPS 


SPERTI FARADAY INC., CINCINNATI 2, OHIO 
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NOW...National Advertising to 
Back You at Point of Sale 


Yes, Raytheon backs you up with an aggressive national 
advertising campaign in Life, Saturday Evening Post, Good 
Housekeeping. Over 55,000,000 people will see these hard-selling 
ads. Folks right in your community will read them—and want 
to try a new Raytheon. It adds up to easier selling for you! 


Outstanding New TV Line 


There’s a Raytheon in every size, style and price range 
that your customers want. Table, console and 
combination models. Choice of modern 
and traditional styles in the most 
popular finishes. Choice of circular : ‘, . ‘ 
and rectangular pictures. Foe se 7 Oy Mone op 


ge by > 
; eg Mounshoaping 






on Television is backed by the 
Housekeeping Gueranty Seal — 
EXTRA proof of its dependability! 















Don't Miss Out! Contact your 
Raytheon distributor today for 
all the facts about this profitable, 
popular new line. Or write us for 
information. 














pROOF 
ABILITY 


by 

oF! Backed bY 
— Underwriters 
aboratories , 


TELEVISION 





DEPEND ABLY BUILT 


wer 25 BLE 
— — proor! Race yeat FOR ona 
= most MA 
Yond imrndio, vader, Werranty- PERFOR BELMONT RADIO CORPORATION 
cathode ray 18 5921 W. Dickens Ave. 
and television. 


Chicago 39, til. 
Subsidiary of 
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RAYTHEON MFG. CO. 
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-for tts ZO Aamiersay 
THE FINEST SHAVING 


NEW EASY-TO-HOLD 
SHAPE 


Styled by Carl Otto. Mas. 
culine. Handsome. Com- 
pact. Fits the fingers 
Non-slip grip. 










NEW, LARGER, 
WHISK-ITS SS 


Catch all beard clippings. 
Greater capacity. Open to 
two positions for easier 
cleaning. 

























NEW STOP-START 
BUTTON 


Snaps motor on, or off, 
in a flash. 


MOTOR 


Real retary moter. AC-DC. 
Precision-built. Smooth. 





A powerhouse —the most 
powerful motor Schick has 
ever built. 


LIFE! POST! COLLIER’S! LOOK! 
FORTUNE! 


Full-color spreads—full-color pages— week after week. 


Big full-color ads in magazine sections of Sunday 
newspapers in major markets. 


A smashing campaign—from Labor Day to Christmas. 


127,472,340 MESSAGES IN 96 DAYS! 


PAGE 30 SEPTEMBER, 1950—ELECTRICAL MERCHANDISING 








Schick Gri 





INSTRUMENT OF ALL TIME! 


NEW CADDIE CASE 


Rich leatherlike covering. Saddle- 
stitched. Tailored for medicine 
cabinet, bathroom shelf, travel bag 
—looks well anywhere. As unique 
as the 20" itself! 


NEW HI-VELOCITY 


HEADS 


Higher speed with longer cutter 
thrust. Sharpened and honed. 
Exclusive combing edges and 
interceptor bar—for close, clean 
ekin-line shaving. 
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Onder Wout Order Enoogh! 


BE FIRST WITH THE FINEST! 


Order from your Schick Distributor —today! 


P.S. Don't forget those two steady sellers —the Schick 
Super at $22.50 and the Schick Colonel at $17.50. 














A 


NEW LIGHTNESS 


New lightness for 
easier, comfortable 
shaving. Lightest 
shaver of all. Beau- 
tifully balanced. 


%. 


YOU'LL BE MAKING PLENTY 
WHEN YOU SELL THE 


Schick “20” 
ANNIVERSARY MODEL 
celebrating 20 years as the first name 


in electric shaving 
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ALREADY PRE-SOLD 
FOR YOU! 


COMPANION- 


, ecr 


COMPANION’S N 


Admiral Electric Range 


Airway Sanitizor 
Vacuum Cleaner 


Cadillac Vacuum 
Cleaner 


Domestic Sewmachines 

Frigidaire 

Frigidaire Automatic 
Washer 

Frigidaire Electric 
Ranges 


eesey. 


+ 


res 
ete 


General Electric lrons 

General Electric Steam 
& Dry Iron 

General Electric 
Washers & lroners 

General Mills 
PWiteleslelilamkelelti-t3 

General Mills atelials 
Appliances 


ee 


Maytag Washers, 
lroners, Ranges & 
Freezers 


atclalhiclae ClAchicli 
Washer 

Perfection Electric 
Range 


Fe ce ee Ee ee ot 


Philco Home Freezer 


aa Yad Cn t00/ 


Go full sales ahead! Tie in these four exciting articles in the September CompaNION 
with counter and window displays! 


Vv “As Good as New’ —recommends and tells 


Presto Vapor-Steam 
lron 
Speed Queen Washers 


planned-over" meals which save shopping & lroners 
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how to use an electric washing machine 


for big and small in-the-home dyeing jobs! 


"Checolate Snaps’’— it's casy and fun to 
make delicious cookies with a modern elec 
tric mixer! 


"Make Your Meals Refrigerator-Wise’’ — how 
to use every part of an electric refrigerator 
including the freezing compartment, for 


_(OMPANIO! 


and cooking time! 


“The Easy Way’’—~ideas-in-pictures show- 
ing how jobs around the house are made 
easy with electrical appliances! 


Yes, for busy cash registers, always make it 
a rule to display merchandise advertised in 
the COMPANION (listed at right) 


Average Circulation: 
More than 4,000,000 


SEPTEMBER 


4950 


ELECTRICAL 


Sunbeam Coffeemaster 

Sunbeam Mixmaster 

Universal Stroke-Sav-r 
fron 

Westidghouse Electric 
Range 

White Sewing Machines 

Youngstaqwn Kitchens 
PN itelaalehite 
Dishwasher 

Youngstown Kitchens 
3 raratan tial 3 
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TOP SPOT 


Ba) MTOM GULL LILL LE 


with those of 7 best known competitors: 
‘won| ae 


Roller Mounted me | 
Orewers Sexes 














Rounded Corners 





Adjustable Shelves 





Platter Grooves 





Tap-O-Matic Hendie 


Steel Kitchen Cabinet 
Institute Seal 
insulated Doors 

__ and Drewer Fronts 


Revolving Corner Bese e an 


| 
t 
| 
+ 
































And—with all those features—LYON direct-to-dealer 
prices ore lower than these competitors. 


Insulated Doors and . ¥) 
Drawer Fronts * QUALITY 


Le. 
bk 3 r 
Steel Kitchen Cabinet 
Institute Seal 


MAIL THIS COUPON TODAY! Let us send you up-to-date {| LYON METAL PRODUCTS, INC. 
information about the Lyon dealership—show you ! 921 MONROE AVE., AURORA, ILL. 
how and why Lyon is the high profit line of steel ; Yes, I would like to know more about the Lron 
kitchens and kitchen units. | Kitchen Cabinet dealership you have to offer. 
! 
i 


NAME 


q METAL PRODUCTS, INCORPORATED 
i General Offices: 921 Monroe Avenve, Avrora, Minos 
Factories: AURORA, Ill., YORK, PA. ADORBTB. «seer erseereeees 


Sold Nationally through Factory Branches and Dealers 
! 


A PARTIAL LIST OF LYON, PRODUCTS 


p 


| ics = ' ‘ 
| \ Mt. . ad \\ouie ) oust ha ms ( 
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FULL PAGES! 
FULL COLOR 


© Saturday Evening Post 

© Better Homes & Gardens 
© Ladies’ Home Journal 

© American Magazine 

@ American Home 


*° Country Gentleman 
- Deewlreeze shar Ais 
HOM FREEZERS © McCall's 










| Oo buy TUE. Nie -Deeptreeze 


kas "OME FREEZERS 


PLUS Ads ila 


Other Deepfreeze Appliances 


| in Leading Home and é By. M 
; V0 BUY THE NW. 
* Farm Publications!  Deeplreeze 


Marit FREEZERS 


= 
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YOU Want 
Advertising Like This! 


... You Get it With the 
Deeptreeze Franchise! 


Besides selling the finest appliances in the industry, 
Deepfreeze Dealers build greater profits with outstand- 
ing advertising such as you see on the opposite page. 
This advertising supports and increases Deepfreeze 
appliance business consistently and effectively. It helps 
Deepfreeze dealers do a first-rate job in every phase of 
selling. Join its family of successful appliance dealers. 
See your Deepfreeze Distributor about the Deepfreeze 
franchise—the franchise with a future! 


















Home Freezers 





National Advertising Tells 
the DEentreeze Story to 
68,000,000 Readers in Leading 

National Magazines! Hectic Water Heaters 


14 ali-new models! There's « 





Deepfreeze Water Heater for every home 


* a * every family's need Best y can sell! 


Go Buy THE NAME... : 


Deentreeze . 


See what the Franchise 
with a Future will do for you! 
HOME FREEZERS + REFRIGERATORS «+ ELECTRIC RANGES 
ELECTRIC WATER HEATERS 


“— out what freeze will do right now to help you 
Have freeze Distributor explain the 
© 1956 Deeptreere Appleone Owes Mote Products Corpor ston 


Becptreen soeetie him ees the national adver- 
Only the products of the Deepfreeze Appliance Division, Motor Products Corporation, North Chicago, 
Illinois, can carry the trademark Beaplneeze registered in the United States Patent Office. 









nt — itor 
jance Division, 
Motor Products Cunpenstion, North Chicago, I Illinois. 
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Last call 
to order! 





We've never seen anything like the terrific demand for the 
beautiful new line of General Electric clocks 


Orders are coming in so fast for these new, exciting General 


Electric clocks that we believe it only fair to issue warning right 
now: Unless you order your full quota of G-E clocks for Christ 
mas now, you may be disappointed 


Women really go for these G-E clocks. And they're priced so 


low they're bound to take the spring-wound clock business apart 


at the seams! 





NEW HERALDER 
Only $5.95 plus tex 


Hands and numerals are luminous for 
jiffy time-telling in the darkest room 
Large, shatterproof crystal. Spar 
kling case of molded ivery-plast« 

Sweep-second hand is polished brass 





CANDLEWICK De Luxe Alarm 
Only $14.95 plus tex 


Richly grained mahogany case with 


polished brass base Ramed, gold 


color numerals. Red sweep-second 
hand. For the living room as well as 


the bedroom 
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The G-E Wink 
ONLY 


$ 


This newest G-E clock has a sensa 


plus tex 


tional bubble-like crystal that makes 
the easy-to-read dial seer to float in 
apace and it's shatterproof’ Dark 
green hands and numerals contrast 
with dial. Gold-color sweep-second 


hand, Pleasant alarm signal 





THE NUDGER 
Only $6.95 plus tox 


This alarm features a large dial with 
luminous hands and hour dots. Mod 
ern ivory-plastic case. White numer 
als and hands contrast with choco 
late-brown background of large dial 


RHAPSODY 
$55.00 plus tex 


Graceful lines and fluted base 


pedestals distinguish this fine clock 
Richly grained mahogany case 


Westminster chimes that strike on 


the quarter-hour and the hour. 






Don’t blow your top later on if you 
can’t get all the General Electric clocks 


you can sell. Better order your full 


Christmas inventory right now! 


And on top of this! You'll see the greatest advertising cam- 
paign on G-E clocks ever. Ads every month from now on in 
LIFE, Saturday Evening Post, Look, Woman's Day, Coronet . . . 
and a Christmas schedule of full color ads. G. E. will have more 
ads in national magazines than any other clock manufacturer! 


Better order all your General Electric clocks for Christmas 
through your distributor now, and ask, too, about the details of 
the G-E Clock Shop offer! General Electric Company, Bridge 


port 2, Connecticut 


The G-E Gourmet 
ONLY 


$650 


plus tox 
Women vote this new, sensational 
kitchen clock America's finest’ It's 
so easy to read from any part of the 
room. Neatly designed numbers are 
raised and stand out in relief. So easy 
to keep clean, too' In red, green, 
ivory, and whit« 





Only $7.95 plus tax 


This bedside electric alarm serves 
equally well as an occasional clock 
Polished brass base contrasts with 
beautifully molded maroon-plastic 
case. An ideal clock for a gift. 








THE REPEATER 
Only $8.95 plus tax 
Another G-E first 


alarm! Just set the alarm once, and 


an automat 


it wakes you on time every morning 
Never has to be reset. Shut-off lever 


for week-end late sleepers 


America’s greatest 
money-making clocks! 


You can put your confidence in 
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Lewyt Announces the FIRST Major 


LEWYT VACUUM 






| | LEWYT’S 
EXCLUSIVE NEW NO. 101 
VACUUM CLEANER-CARPET SWEEPER! 


® Attached... it's a VACUUM CLEANER! 

® Detached .. . it's a CARPET SWEEPER! 

© Empties itself automatically! 

© Continually cleans itself! 

> Constantly adjusts itself... perfect for “highs 
5 

+ 






and lows” in sculptured carpets! 
About half the weight of conventional sweepers! 
It's 2-in-1... saves closet space! 


LEWYT...wWi On RT-Al ING REVOLVING BRU 


ae “plus vo NO DUST BAG TO EMPTY 
when you DO IT with LEWYT! 








@ We muss...ne fuss! Simply tess out Lewyt’s new @ Se light, easy te wse! Huge 32-feot cleaning range! 








paper “Speed Soh © tow times © veer! @ Spece-saving storage! No cluttered closets! 
© W's quict—co annoying reer! @ W work-seving cttochments that sweep fleers 
@ We wnbvalthy lecking dust! Allergy-proo! filtering dust furniture... spray paint... wax linoleum .. 
system cleans the oir 3 ways! brighten upholstery...even de-moth closets! 


YET LEWYT COSTS NO MORE THAN CONVENTIONAL CLEANERS! 









CASH IN!... 
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Vacuum Cleaner Invention in 20 Years! 


CLEANER is a GREAT 
OWEEPER, 100! 


N ow Lewyt gives dealers the most ter- 
rific sales advantage in cleaner history! 
It’s the world’s first and only vacuum 
cleaner-carpet sweeper Rug Nozzle! Out- 
cleans conventional vacuum cleaners! 
Outcleans old fashioned carpet sweepers! 
Empties itself, cleans itself, adjusts itself to 
any rug—all automatically! And it makes 
Lewyt the first high-suction vacuum 
cleaner with a REVOLVING BRUSH! 





DO IT 


with J | WYT 

















Lined by 
Underwr thera’ 


telling all America 


and publicity! Never before such a complete 
Sales promotion program for any vacuum cleaner! 


@ NATIONAL MAGAZINES! @ TELEVISION! 
© NEWSPAPER ADS! @ MOVIE SHORTS! 
© OUTDOOR BILLBOARDS! @ DIRECT MAIL! 
® FAMOUS LEWYT “MARKET PLACE” @ RADIO! 


ean 
t J Never before such a blast of national advertising 
HI, 


Model No. 55 


LEWYT CORPORATION, Vacuum Cleaner Division, 
SEE YOUR LEWYT DISTRIBUTOR TODAY! Dept. 9, 76 Broadway, Brooklyn 11, N.Y. 


ELECTRICAL MERCHANDISING—SEPTEMBER, 1950 





PAGE 39 





You sell move electric ranges when you 


DO THESE THREE THINGS! 


s 


\\ WE 














There's one best way to sell Electric Ranges, 

and that’s the triple-action way. You're sure to sell 
more of them if, like successful dealers 
everywhere, you'll follow these three steps: 


; 
} 













: 


Zz 
Z 
\r7 


af 


Have an operating Electric Range on your floor. 


Clolox, 








, 





It's always easier to sell a “live” range than a “dead” one. Have a 
working model plugged in right on the sales floor for demonstra. 
tion, Then, when you flip a switch, the prospect sees action, feels 
how quickly the elements heat up, can touch the oven and feel 
how cool the outside is when it's hot inside. Demonstrations build 
store trafic too! 








Use an Electric Range in your home. 


The best way to get enthusiastic about an Electric Range is to have 
one in your own home. That's why successful dealers and sales- 
men have their homes Electric Range equipped. Then you can't 
help telling prospects how easy this range is for your wife to use, 
what delicious meals it cooks, about its coolness, economy and 
time-saving through automatic controls. 


CASA (NV ON THE TREND... 


POD 501 Ceci enages! 


Use your users to build a prospect list. When a customer buys an Another million American families switched 
Electric Range, there's a pretty good chance she's not too familiar to Electric Cooking last year! 
with its operation. With just a little help she'll find out where 
every control is, and how to use it. That's why it's so important 
not to let the sale drop when delivery is made. Have the salesman 
or home economist visit the customer once or twice after delivery, Wire Your Store for Modern Merchandising 
and demonstrate the range in the customer's own home. Remember 
~a satished customer is a good salesman, can bring you a lot of 
other customers 








Remember—when your store has a three wire service to demonstrate 
Electric Ranges, it is also wired for other appliances, such as Electric 














Water Heaters and Electric Clothes Dryers. This, of 
course, spreads the wiring cost; helps boost sales in 
general, because any appliance sells bette liv Y 
than “dead ea 
ELECTRIC RANGE SECTION 
Netional Electrical Manufacturers Association, 155 East 44th Street, New York 17, N. Y. ¢ j 


ADMIRAL - COOLERATOR - CROSLEY - DEEPFREEZE - FRIGIDAIRE - GENERAL ELECTRIC - GIBSON 
HOTPOINT - KELVINATOR - LEDO - MONARCH - NORGE - PHILCO - UNIVERSAL - WESTINGHOUSE 
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THE BIGGEST SALES 
FEATURE ON TODAY’S MARKET! 





Right now, with the public acutely conscious 
of quality — of a product that will last — 

the Duchess Lifetime Guarantee is a BIG sales 
feature. It is backed by the world’s largest 
manufacturer concentrating production and 
sales on wringer-type washers exclusively. The 


lifetime Duchess you sell now will create 





lasting customer satisfaction and additional 


appliance sales for vou later. 


TRIPLE FLEX SPIRAL A 
pa2—Scientifically spi 


othes 


asier space for thorou 
washing action 


Complete Step-up Line with Low End Leader. 
Extremely Competitive at Every Step. 


NPA ES: APPLIANCE MANUFACTURING CO. * ALLIANCE, OHIO 
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In the some block for 35 yeors—Novak & Parker, ot 114 Moin Street, Pork Ridge, illinois. 


He started with $250, 
and now does over $200,000 


a year in appliances. 


A former lumberjack, Joe Novak began 


selling from the back room of a barber shop 


and grew up with a town and an industry 


OSEPT J. NOVAK, OW ner of Novak & Parker, 
J 114 Main St., in Park Ridge, Ilinois, 
does more than $200,000 a year in appliances 
in the same block where he started with 
$250, a bicycle and a shop shared with the 
town barber, 

liow Joe has weathered 35 years of « hange 
and made continued gains in the face of in 
creased competition is a story of pioneering 
aparit ar d enterprise that will interest every 
aggressive appliance retailer. Moreover, it’s 
a report on successful promotion and a 
method of advertising called the Selective 
Area plan. 

Emil J. Novak, who joined his brother in 
the business in 1921, likes to tell how Joe got 
his start. “Joe was born in the Wiseconsi 
woods,” he recalls. “When he left home at 


the age of 21, lumberjacking was the only 


business he knew anything about. He tried 
homesteading for awhile in South Dakota 
but became dissatistied and gave it up 
Next he came to Chicago and took a job 
wiring homes for the Public Service Com 
pears Ih worked witha fe llow named Robert 
Parker 


cided to try running an electrical business of 


and in 1915, the two of them de 


their own. Park Ridge at the time was a com 


munity of unpaved streets with a population 


of about 3,000 and no electric shop 

Joe and Robert raised $250 apiece and 
opened the Novak & Parker Electric shop in 
the back room of the local barber shop, just 
wound the corte 


r from the store's present 


loats The barber answered the tek | hone 
for then while they made service calls by 


bacvele 


ADVERTISEMENT 


SEPTEMBER 


When Emil came to work for his brother at 
the age of 21. he brought with him a three- 
year background in the hardware business. 
Hlis interest soon turned to sales. 


Appliances start moving 


“Our sales really got under way with the 
old Kelvinator remote refrigeration units. It 
cost about $300 to install the unit on a cus- 
tomer’s ice box. Then in 1928, GE came out 
with a complete refrigerator in one box that 
went over in a big way. We sold 79 of them 
in the first year. From then on we added new 
lines, and appliance selling took new im- 


portance in the business.”’ 


A setback with a lesson 
With sales reaching new highs, it looked as 
though Novak & Parker were out of the 
woods, but their hardest times were yet to 
come. The depression squeezed every other 
ippliance shop in Park Ridge out of busi- 
ness, and forced Joe and Robert to write 
$9,000 in receivables off the books 
Phe long years of building a good reputa- 
tion helped us stay in business,”’ Emil recalls. 
We did plenty of house-to-house canvassing 
ind our salesmanship underwent a real test. 
We learned how to size up a customer, how 
to use tact, how to base a sale on helpful- 
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ness, and how to overcome some of the 
toughest objections. 

“To get a line on the people who were our 
best prospects, we used our records of wiring 
installations. We made our sales approac h 
knowing that the desire was there, and con- 
centrated on turning that desire into a sale. 
The same principles still work 

“In those days, money for everything was 
scarce. By watching every penny, we learned 
a lot about advertising. 


A new approach 


After the depression, competition began to 
increase, as did the population of Novak & 
Parker's trading area. With the Park Ridge 
shopping center growing around them, they 
found that their advertising and selling efforts 
produced best returns when they restricted 
their activities to their own neighborhood. 

“Just before World War II,’ said Emil, 
“Robert Parker sold out to Joe and left the 
business. Joe turned the sales end over to 
me, and specialized in service and contract- 
ing. Sales, of course, came to a halt during 
the war, and we dropped our outside salesmen. 

“Now conditions have changed. We no 
longer feel that outside men are necessary, 
or even profitable. Three of us handle all of 
the selling in the store, and the function of 
the outside salesman is left up to our ad- 
vertising.” 

\ look at the record would indicate that 
the new approach is a good one. In 1940, 
Novak and Parker did an appliance volume 
of $100,000. Last year, the figure was well 
over the $200,000 mark in spite of the fact 
that the number of competing stores tripled 
in that nine year period. 

How was this accomplished? Emil will tell 
you, “Television has been a factor, but sales 
in other lines have also increased in propor- 
tion to the overall gain.”’ 


Program for progress 

“We've set up a sort of program by which 
we operate, One point is limiting the extent 
of our trading area. We focus our attention 
where the customers are best able to trade 
with us. Good service is another point. We 
stress the advantages of service in every sales 
presentation, and we have a three man serv- 
ice department that gives us plenty to talk 
about. 

“Then we watch our inventory turnover 
closely. That's a problem that licks a lot of 
dealers today—keeping a good supply of 
merchandise on the floor, and yet moving it 
out fast enough to keep from getting caught 
when price or model changes are made. 

“Still another point is the building of a 
year-around volume. We carry a wide va- 
riety of merchandise so that something we 
sell is in demand every season of the year. 

“Finally, we try to keep our selling effort 
at high pitch the year around. Everything 
that can be connected in the store is ready 
to be demonstrated. Our service men are 
also trained to make the most of every sell- 
ing opportunity. Cooking schools stir up in- 
terest among housewives. But the biggest 
sale-producer is advertising.” 


Best all-around ad buy 


Novak & Parker's advertising is almost en- 
tirely in newspapers. For many years, it was 
placed exclusively in local publications, But 
with the development of the Chicago Trib- 
une’s Selective Area plan, this new idea in 
advertising became a major part of their 
promotion policy. 

‘Economy and effective coverage of our 
neighborhood,” said Emil, “make Selective 


Area ads our best all-around buy. Nearly 
everyone in Park Ridge reads the Tribune 
Our ads are large, and so inexpensive that 
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“We corry a wide variety . . . something we sell is alwoys in demond,” soys Emil Novak, shown here with a customer. 
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we can afford a heavy schedule. We see di- 
rect response, but it’s the effect of consistent 
advertising over a long period of time that 
accounts for the biggest payoff. 

“We find that we help the ads sell when 
we tie in our window displays with the cam- 
paigns. During the Bendix campaign this 
spring, we kept current ads in the windows 
along with the advertised merchandise, and 
had a working model on the floor, We posted 
the ads throughout the store, and the sales- 
men called attention to them at every 
opportunity. 

“These little tie-ins helped us sell ten 
Bendix units during a period when most lines 
of white goods were slow in moving.” 


Depend on Selective Area ads 


Selective Area ads work exclusively for Novak 
& Parker in their trading area. Other dealers 
whose names are also in the ads are located 
in areas far distant from the Novak & Parker 
store. 

“In the past year, we've participated in 
more than forty Selective Area ads,”’ said 
Emil, “and this year we're depending on 
them more than ever to help us maintain 
our sales volume.” 


VANUFACTURERS; Your dealers sell your 
product with greater enthusiasm when the ad- 
verlising you give them is specially geared to 
demonstrate ils effectiveness in their stores. 

Under the Selective Area plan, your adver- 
tising gives the dealer retail-store-ty pe copy over 
his own name in Chicago's No. 1 medium, 
reaching the prospects who can best trade with 
him. His cost is as low as one per cent of card 
rales, The entire program is factory-controlled 
and agency-placed. 

Already more than $1,250,000 has been spent 
under the plan in the appliance field alone 
evidence that it does the job for dealers, distrib- 
ulors and manufacturers, Well over half of the 
2,013 appliance retailers in Chicago and sub- 
urbs have made Selective Area adverlising a 
part of their programs. 

Decide now lo find oul how the Selective Area 
plan can help you build the consumer franchise 
you want in the multi-billion dollar Chicago 
markel. Your nearest Chicago Tribune repre- 
sentalive will welcome the opportunity lo give 
you complete information. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


CHICAGO TRIBUNE REPRESENTATIVES 


A. W. Deeier, 1533 Tribune Tower, Chicago 11 

EB. P. Straheacker, 220 BE. 42nd St.. New York City 17 

W.E. BATES, Penobscot Bidg., Detroit 26 

Fitzpatrick & Chamberlin, 155 Montgomery St., San Francisco 4 
aleo, 1127 Wilshire Biwd., Los Angeles 17 

MEMBER: FIRST 3 MARKETS GROUP AND 

METROPOLITAN SUNDAY NEWSPAPERS, INC. 


PAGE 43 

















a Aaah 


ee a 








Du Pont announces a NEW finish for LCM LCC IES 





sales pull 


THE PROOF IS IN THE SELLING .. . and DULUX Enamel 
exterior finishes have helped to sell more than 20,000,000 
refrigerators . . . not to mention thousands and thousands 
of other home appliances. No wonder dealers everywhere 
point to the seal that identifies DULUX Enamel to give 
prospects visible proof of quality exterior finishing —a finish 
that will give years of washable, mar-resistant service! 
But now the name DULUX will pull just twice as hard 
for you . . . because sparkling DULUX Enamel is on 
refrigerator exteriors, identified by the DULUX Enamel 
seal... AND... 


















you buy, you can’t feature them when you sell! 


t 
Use west? 


“DULUX" IS AMERICA’S LEADING 
HOME-APPLIANCE FINISH 














DULUX Refrigerator Finishes 


PAGE 44 SEPTEMBER, 1950—ELECTRICAL MERCHANDISING 





. +» NEW DULUX Food Compartment Enamel is on refrig- 
erator interiors, identified by a special new seal of its own! 

Like DULUX Enamel, DULUX Food Compartment 
Enamel is an example of Du Pont research that has thor 
oughly proved itself both in laboratory tests and in home 
use provides gleaming protection for years. Be sure 
your manufacturer supplies DULUX-finished refrigerators 
with both DULUX seals. If you don’t ask for them when 
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Handy Freez-Basket— 
holds proper amount 
for quick freezing. 


Convenient Storage 
Compartment—-for 
packaging materials. 


Sturdy Welded-Stee! 
Construction — 
Certified Insulation 
Baked-On Enamel Finish. 


Hermetically-Sealed Temperature Control 
Compressor— Knob— Warning Light 
5-year warranty. —below. 


30 cu.ft Upright 12 cv. ft Upright 18 cv ft. Upright 


eas ae 


— 


F2. cu. ft. Chest 18 cu. ft. Chest 


Distributors — Dealers — 
write or wire TODAY! 


TYLER FIXTURE CORP. 
HARDER-Freez Div., Niles, Mich. 
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Pressure Lock Catch— 
= easy, positive action 
seals in cold. 


Self-Balancing Safety 
Lid —finger-tip 
opening and closing, 
stays in position. 


Adjustable Wire 
Dividers — simplify 
systematic arrangement. 


Exclusive Center Plate 
Coil—for freezing 
efficiency —minimizes 
condensation. 


Recessed Base—for 
toe room—perforated 
for ventilation. 


YOU CAN SELL against any competition with Harder- 
Freez! Exclusive new Center Plate Coil and 14 other 
major features make Harder-Freez an unusually fine 
value — a strong competitive item. Made by Tyler — 


experienced in food refrigeration. Territories still open, 
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Model 16K1. Finest console combination. 16" rectangular black aluminized tube. AM-FM radio. 
3-speed automatic phonograph. Genuine mahogany or blond veneered cabinet with full-length doors. 


@ Floods of reports from dealers everywhere point up history-making 
demand for the new G-E Black-Daylite Television line. Public confidence 


in its great name, intensified by the new big-as-life, true-to-life pictures, 


magnificent cabinetry, and outstanding values, is pushing sales to a new 


all-time high. “That's for me” respond prospects when you demonstrate 
G-E Automatic Sound, advanced G-E rectangular black tubes, powerful 
G-E built-in antennas, and many other features pioneered or developed 
by G.E. This big swing to G-E Black-Daylite Television heralds a 
Profit-Parade you can’t afford to miss. Call your G-E TV distributor today 


or write to General Electric Company, Receiver Division, Syracuse, N.Y. 


Model 16€1 16.16" rectangular black 
tube. Finely figured doors. Stunning ma- 
hogeny veneers. Non-morking swivel 
casters for easy turning. 
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Og as Lite—Real as Life! Customers 
be happier tonger with G.E.'s life. 
size, lifelike pictures! 





Modal 1472. 14" rectangular black 
tube. Hand-rubbed genuine mahog- 
ony or blond veneered cabinet. 













Model 14€103. Handsome blond 
or mahogany veneered console. 14" 


Model 16€113. Exquisite, genuine rectangular black tube. 


mahogany veneers. 16" rectangular 
black tube. Swivel casters. 


Model 1674. Beautiful, modern 
blond or mahogany veneered table 
model, 16" rectangular black tube. 


@ ELECTRIC 


Y, ) 
Gou CUP full FP ssa 
confidence 0 


GENERAL 
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Now Norge Joins the Many Other 
Famous Appliance Lines at... 


The Merchandie Mab 


SHOW PLACE OF AMERICA'S BEST-KNOWN BRANDS 


the desirability of being in the home furnishings center of the nation. . . 
closer contact and better service to Norge’s 14,000 retailers and 72 
distributors,” are the primary reasons given by George P. F. Smith, President, 
for Norge’s move to The Mart. He cited as further advantages the fine 


transportation facilities, pointing out the resultant economy in distribution costs 


Norge will occupy 35,000 square feet on the second floor . . . housing 


» administrative, advertising and accounting staffs, as well as showrooms 


Like Norge, many of the natio top-flight appliance companies have 
moved to The Mart in the past several years. Actually, over 470 appliance, 
radio and television lines are now played under the one great roof 


of The Mart 


However, this concentration is but a portion of the 201 new tenants 
who have opened showrooms in The Merchandise Mart in the past three years. 


For 172 of these, the move marked their first sales offices ever in Chicago 
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* Excitingly lifelike! As 
the clock tells time, the 
gaily colored bird contin- 
wously swings back and 
forth, and alternately bobs 

from side to sie, on 
+ 
7 its twig-like 


*¥ 
¥ = perch 


So REAL. CHEERFUL and so Beautiful 


Chock-full of life, interest and action a clock that won- 
derfully radiates joy of living—the swinging bird looks so jolly 
as he continuously sways to and fro in the natural-color woodland 





PATENT NOK 2507088 
© 187879 ANO © 167008 
OTHER PATENTS 
PENDITEG 


scene! The clock is a fine quality precision time-teller, too. . . self- 
Starting electric movement Tenite plastic case in Walnut or 
Onyx finish indirect light (controlled by pin switch) shines 
through numerals on dial and illuminates woodland scene, also serves 
as a night light. Height 1044", width 744", depth 444". Individually 
packed, shipping weight 4 lbs. Mo. 335 Retails at...... $15.95" 


2 
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-+- continuously 
swings 
back and forth 
-. with 
fascinating 
rhythm..in 
an Enchanted 

Garden 





FULL COLOR’ 7 
Garden Sceme un 


BEAUTIFY * 
ILLUMIN - 
by Indirect] i 


ilgr * 


Glor 
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— <a 
FIRST IN BEAUTY Fi IN CHARM 
cas 


FOR EVERY HOME OFFICE 












4 \ 
Flying j The Thrill of Sailing Days The Adventure of the Sea The Yankee Clippe 
HW t 
MI H 
\l 
Mics. Suggested Retail Prices rt 
With Lights Without Lights No. 740 Retails at... ..... $19.55 


Ne. 47 $i7.e5 Me. 1) $15.05 
Available everywhere through selected distributors 


WANMOTOTAZCOWS CLOCK & RADIO CO. 216 N. CLINTON ST., CHICAGO b, 

















How much of your 





Ww. ask you this question in all honesty. 


\ 


do you : 


There’s a mighty good reason. 
String along with us while we take things apart 
and see what the answer might be. 
Whatever profit you make on cash sales goes 
right into your pocket. That's fine. 

at least 50°%, maybe as high as 60% 
or 70°) of your major appliance sales 





But 
in the current and. future months 
will come from time payment buyers. 


If the financing service you are using now 
provides a seemingly low rate to your cus- 
tomers, it may look good to you. But take 


another look. How much protection does it 


give you? 
shoulders? Does it ensure you maximum sales 


# ‘ 

Does it take all collection worries off your 
¢ possibilities by a liberal but sound policy of 
granting credit, so that you don’t lose 
possible sales to many good credit risks who 

Pa may seem to be on the fringe? 
Expertly trained Commercial Credit opera- 
tives know how to get the greatest number of 

successful sales out of any given number of 
applicants. They work with you. They don’t 
just skim off the cream and leave you holding 

: 





A 
f 
| 
| 
. the bag for the ordinary prospects who are 
~~ o actually the bread-and-butter customers. 
CS oaed 
ate That’s why we say that Commercial Credit 
Pav wry. Financing plans protect your merchandise 
Ge SH profits .. . and help you make more. 
5 
vat Most wholesalers will back up this statement. 
COMMERCIAL Why not ask yours about it. It will pay 
CREDIT 1 LAN you in the end. 
r . 
Helps Dealers Make 


More SALES 
More PROFITS 
More SATISFIED CUSTOMERS 


Commerciat Creoit Corporation 
A Subsidiary of 
Commercial Credit Company Baltimore ¢ Capital and Surplus Over $100,000,000 
MORE THAN 300 OFFICES IN PRINCIPAL CITIES OF THE UNITED STATES AND CANADA 
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Balanced Beam Television with 


CUSTOM DUPLEX CHASSIS 










Another Triumph of Creative Engineering 
that Makes 


PHILCO FIRST IN QUALITY 


sive Philc« 
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» Duplex Television Chassis, hailed by all as the 





New Concept of Design 


° . ° costly components and deluxe construction, achieving for the tf Q Ch ” 
Achieves Custom-Built : 
— Wiii Gudiily In Ma production. Yes, 1s another triumph of creative en neering : 
. ° chac makes Philco First in Quality, First in Performance, First in Value! : 
Quality with Unequalled 


PERFORMANCE PHILCO 


and VALUE! famous for Qhalit Uc foil Cher 











PAGE 52 SEPTEMBER 19SO—ELECTRICAL MERCHANDISING 





ie 


ELECTRICAL 
MERCHANDISING 


“LET’S SEE, my range is 14 r 
for dealer tari 3¢ 


15 years old,’ says a San Mateo, Calif 
citing information he can use t 


conne by ¢ increase hi sales 


——- BIRD DOG 
— BUILD BUSINESS “"~ 


6 ye g va lealer ‘ is provided with a full su of new pros 


men available. 

































V i g m whom he can concentrate is selling 
" Dp ects and build ol and experience 

ww being done successfully and From the Main Appliance Co. books during 

y Earl Scannell wner Ma first six months of using this method of can- 

\ i ( San Mateo, Calif n ther s every lication that this use of 

H ng t w al irea aln t io id er s will enable Sc annell to double his 

en t iking use I dogs g volume dt 1950—bringing him close to 

uined t ek out {| pect r lat $130,000 gross from his lines of Frigidaire, Philco, 

Z 14 g by Scanne I slackstone, and Tele-tone But bird- 

two Main Appliance Co. employees, logging also will have a long range value to Main 

I eth Hall and Cecil Bevis wer a specific \ppliance Co. Already, floor traffic has increased 

l g the ev” te e the a resulting upswing in sales of electrical 

g ) a eholde nplete yuusewares. Investigation shows that much of 

i nce ‘ 1st Ny t trace rease was due not only to those people who 

e, age and « tion. They try find w heard of the Main Appliance Co. from the 

ker i 1 eT nd as the ll f Mrs. Hall and Mr. Bev but also from 

one's S ur used. This information, reported people w had been referred to the store by 

rted and analvzed t Scannell, w weholder m whom the bird dogs had called 


On the next 4 pages — HOW SCANNELL FIELDS HI 


ELECTRICAL 
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1950 








' 


a 
| 


housewife to Elizabeth Hall (left) who, with her team-mate, lines up prospect ofter prospect 
Sugar scoop is give-away to build good-will, encourage the prospect's confidence 


Like dealers in most other sections of the country, Earl Scan- 
nell of San Mateo, Calif., found no trained appliance sales- 
He solved the problem with bird dogs, pros- 
pect finders who, with a minimum of training, produce leads 
Result: Gross volume has doubled. 


By HOWARD J. EMERSON 


Like some other dealers, Scannell turned to this 
method of canvassing because: (1) he could not 
get experienced closers who were willing to can- 
vass; (2) he could not get canvassers with enough 
experience to close; (3) it was the simplest, cheap- 
est method for Scannell to use to full advantage 
his own 18 years of appliance selling experience 
and his proven ability as a closer; (4) by handling 
his own closings he was assured of clean deals 
and trade-in arrangements which would work out 
satisfactorily 

But bird dogging, as a successful method of 
producing prospects for experienced salesmen to 
close, cannot be haphazardly handled. The follow- 
ing Exectrica, ME®CHANDISING photostory 
shows, through the Main Appliance Co.’s opera- 
tion, the many elements that the dealer must con- 
sider in turning to this appliance sales building 
technique 


S BIRD DOGS toto, 


PAGE 53 








anche IR PAE 


RY VOMEK 


BIRD DOGS ARE CAREFULLY SELECTED, TRAINED AND SUPERVISED... 


BIRD DOGS 


i 


THE RIGHT 


headache ws f 


1 


Croeninr 


— 
at 
just a business 
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a i 
‘] jewly selected 


Hall 


LMM, 

random 
ara 
id trudging 
ted 


Ww mT AUS 


rbells is ul 
anne!) empha re 
rospective inva 


red 


people AY 


women who h 


interested to 


Bird 


WHAT TO TALK ABOUT | 
by 


yw 


they get 
progr 
ughniy 


an pro 
fogs 


Making sits 


in odvonce Sconmell’s tran m spend tw 


store 


a 


must kn every appliang r before 


literature 


Scannel! 
ts , 


? HOW TO CALL is demonstrated by 
Hall ond Bevis got this teaching 


Sconne! 


pr 


before being let out alone 


dust wander 


Daily 


ing appliances, hel; may 
annell handl 
by 
le 


piece 


lap 
Scannell 
During the 
and Bevis, 
made that day, but 
agement that will 
routine 


and listening to » 
supplemente thorough 
nonstration 


of 


duct and in 


and understand every mal he not 


field 


the 
employee 


bird nto 


MTIpAniic the ten 18 a 


Scannell wa car, watch 


+} 


t results 


the 


ha 
and finally rar the canvasser 


inner 


WHERE TO WORK is loid 


tor 


by 


th 


out eoch day 
not work w 


af 


re 


ken 


weeks convossing prospects will 


allocetes the section of town, number 
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Mrs 
on calls with 


in side room of store 


went ouf 


the 


ver 


supervision must, says 


Mrs. Hall 


prescribes the calls to be 


meetings with 
} 


he tries to impart the encour- 


elp them carry through what 


und discouraging job. From 


nents which he gets plus the 


the cards turned each 
ble 


in 
to judge how thor 
their 


these calls can 


a 


are handling calls 


lead 


heduling of the calls 


insists such cold 
He 


Scannell! 


twice 


who 


doit 
IG1ly 


supervision 
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...90 THEY CAN POINT OUT GOOD PROSPECTS 





‘ M \ ef gs are se on each call. And they succeed in ahout extra literature to start immediately on building 

4 al t e thar mne-third of the cases the prospect's interest. Ii possible, arrangements 

where a prospe They st get informatior Inside the home they are better able to judge are made right there for the prospect to visit the 

at Scannell ‘ analyzing the prospect the condition of the appliances as well as the store or for Scannell to visit the home during an 
good, lukewa wat r hot. And they family’s economic status. They have a chance evening 

itted to work on the prospect to a certain then to talk about the line of appliances which the But whether or net the bird dog gets the infor- 

eg save Sca ne for the final pitch store carries, pointing to specific models which mation at the door or in the kitchen, it is the 

g. To get the most usable infor would fill the homemaker’s needs. If the interest information that counts and which will be the 

ation, and t ake a start toward the selling is there, and the reception cordial, the canvasser basis for Scannell to make a full-fledged sales 

M H i Bev ittempt to get into the will bring out the Frigidaire salesman's book and call CONTINUED ON NEXT PAGE 


| 





SOMETIMES bird dogging can lead directly to results, as above when Mrs INSIDE, Mrs. Hall hears trials and tribulations homemaker is having with the 
Hall makes ‘survey’ pitch at homernoker’s door, is invited inside to take a oven of this old range. She follows with illustrations and description of new 
look for herself. Frigidaire sugar scoop is presented at door Frigidaire ranges, gets prospect to agree to visit the store 













3 THE CLOSER tok« ver from Mrs. H Bird jing has worked; now, as DEAL CLOSED, co new customer with many future needs has been added to 
M H ntroduces prospect to store owner Earl Scannell, it is time for him Main Appliance Co.'s rolls with a minimum of time spent by the experienced 
to use | 18 years experience in appliance selling and closing salesman. While he is closing, bird dogs are seeking other good prospects 
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DEALER SCANNELL USES BIRD DOG INFORMATION 











THIS (S HOT, 










Atte t “ 


? EXPERIENCED JUDGMENT goes int ysis of 3 FOLLOWUP on hottest prospects reported gets Scannell to washer prospect 
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AND HIS OWN SKILL TO CLOSE THE SALE 


STORE CALL with prospect follows-—the same night, if possible. Quick oction CLOSING in two hours from time he phoned for appointment proves Scannell’s 
cannell leaves n pening for another dealer to get in a pitch. Store ability as top notch closer Since his prospects are pointed out ond even 
r 


c y y 


eave r joubt that Scannell is gidaire dealer partially developed by bird dogs, he can devote full time to moking soles 


PAYOFF FOR CANVASSERS is the commissions which they receive on sales for which they produced the leads. By themselves they could not produce many soles 
from their prospects. By himself, Scannell would waste time seeking prospects upon which to exercise his skill os a closer 


' 
i 
' 
i 
} 
/ 





No lrouble 


r HE PROBLEM of getting good 
salesmen and keeping them 
one of the major headaches of 

the appliance industry today That 

roblem has been licked, to a great ex 
tent, by Harry B. Price, Ir., head of 


Price Inc., a Virginia firm which 


yperates three stores—its main branch 
in Norfolk and others in Portsmouth 
and Richmond The reation of a 
salesman from raw material to finished 
product is a Price specialty 

The problem of good 
Balesmen is not confined to any part 


{ the country,” says Mr. Price. “In 
oth large and small tie ind in rural 


Brea the are thle exist 


obtaining 


»>w se, we ve deve pre la ethod of 
or t ! and rand] ing ! les per 
# ne . ¢ pr ble 
{ ! it not t ay we couldn't 
use a doz z ! ght now 
PW i But f the efforts of 
it . ' j : tall ve 
do tra : if yea 
! ami t | ent year look 
like it may be lerably higher. We 
na point to the fact that last 
" ‘ t only ome alesman out 
t ' t . taft “ Vy 1 hi ’ 
admit " musual re { we 
‘ at ! et { selecting and 
Hing sal ‘ i “l one 
achdit t veral! estab 
! ile, Mr. Pri employs five 
Tact progra for salesmen 
The ha eficient and proper 
‘ ale ve nnel at a 
t I int { operation 
1V ted a low (1) acve 
? ' y (3) training 
4) furs ga 
Supervision Needed 
, wf i 
, 1 oy 
wit ery t i 
' ' les ' 
es t 
. , 
\ 
v\ i 
‘ you 
" s MM ay 
atly What y ’ 
roper inane } tt t | 
ipervis i ‘ " 


4 
ty inp 
yi 
eco f 
i ‘ 
ese " 
yea ue 
‘pp athe 
uperv 
at import 


I } 


I! 


By A. B. 








ly ing maitior apa 
e$ uma lature and 
ay be guilty ! all 
‘ For the past 2 

t uf bega ell: 
we have ade the proper 
€ t the first and 

nt rule of business,” 


Price Formula Explained 


Keeping 


nt 


Price 


good 


five 


formula for getting and 


salesmen breaks down 


utegories which may be 


ed up as follow 





contact good salesmen 
loe a 2 wding to Mr 


i y open ad in the 
4 1 states the salary, 
vonus and benefits offered 
ules a perative hos 
in through group insur 
ad also mentions the lines 
vill sell, age specifica 
itomobile is necessary 
1 add t the fir 


f advertising exposes 
ber of applicants,” Mr 
We iy get as ilesman 
ve i not t all de 
ng But it doe 
ind while we may have 
40 or 50 to get one, i 
xy et the t 
i acvertisir 
. by , 
e of 
g atra 
take 
has it ‘ pecifica 
spe we ale et The 
; | ‘ linarily 
‘ ire and 
i be paid for. He 
. ing and g d 
wit “! emo 


clares Harry Price, Jr 





] y 


ial ATM) ent 


ents are not 


wumber of potential 


large The |} 
ng the om 


ympany’s he 
ontacts 
How t 
Screening doc 
first applies 


ew with M 


rv education 


| balance and satista 
Since these require 

too rigid or unusual, the 

mtacts is fairly 


*rice formula of “expos 


pany and what it offers 
ulted, according to the 
' 


ad, in a steady flow of 
select a good salesman 
s it. When an applicant 
he has a personal inter 


r W ood or Mr 


Price 


Whichever official does the preliminary 


nterviewiIng, 


the other will check it 


with a second interview. In no case 
is a applicant selected unless both 
hecia are itished Mr. Wood ex 
pla t routine of the preliminary 
| alk 
‘lu i forn ipplied by the Nas 

Kelvinat Corporation, which, when 
filled in, gives me a detailed report of 








history,” he says “~ 








know narital status, number of 
lependents, education and previous job 
experience After obtaining this per 
t nformation, I try to put the 
upplicant at ease. I try to be friendly 
umd relaxed in orde win his con 
fidence that he truthfully tel 
re iY e feels and what he is looking 


Company's Aims Revealed 


I find the 
to tell 





best way to accomplish 


him about our company 


| » purely onversational manner, 
| tell him what our biectives are and 
v we hope to accomplish them. I! 
tell him the history of our company 
vhen and how it was formed. I tel 
1 the ale wh ire now 
vorking f{ is and ww they like 
t r job | ifor um of our fi 
uncial standing and the tability | 
y expect with o company 


“The proper supervision of salesmen is the first 


and most important rule of business,” flatly de- 


For 20 years Price's, Inc., 


training and compensation 





Norfolk, Va., has been getting and keeping good 
salesmen because it follows this rule and has, 


in addition, an intelligent program of selection, 
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he Sales Departmen 


I then try to get him to express 
mself This stage of the interview 
most important. For example, I 
ght ask the applicant why he wants 
to be a alesmar and I then try to 
ask challenging questions to deter- 
e if the applicant has ambition 
enthusiasm and a competitive spirit 


After the applicant has had ful 
tunity t himself, he is 
intelligence test, also 
supplied by Nash-Kelvinator Corpora 


por € xpress 
‘ 


inen given an 


tion. This test is a multiple choice 
type with some arithmetic problems 
There are 50 questions and the ap- 
licant | 12 minutes to take the 
1Q Is Significant 
I intelligence test is quite 
rtant We find that our salesmen 
vho are the best producers have made 
x ent scores, whereas our weaker 
en were also low scorers in the in 


telligence test. Whenever we violate 


the score requirements on this test, 
which we ve done, we find that in 
variably the un does not make the 
ade 
If the applicant successfully passes 


ntelligence test and his other fa 


tors would recommend his being hired 
I then turn n over to our president 
Mr. Price, wh n turn conducts a 
further interview 

Mr. Price shortens the second in 


terview, since Mr. Wood already has 











tained most of the basic facts de 
1 
red H juestions are mited t 
ree, usually They are: (1) Does 
alias, % taae af genni 
e applicant have any tear of peopl 
1 is it easy for him to get into cor 
itio id be frie , t20 3 ¢ 
yetitiy pirit (3) Ca he 
¢ the fea fi not ) g 
fact ; 
ite¢ 
’ 4,1! 
, ' 
F , oo 
N ter the f intag 
‘ tate to cal 
t back, and se 
ntir ! 
}* ix 4 
4 ; 
Mr W 
\ ‘ ‘ 
\ g-off | 
¢ nt 
uA 
P . 
‘ ‘ 
k 
. 9 that 
Training Is Thorough 
i t rai 1g I Sai¢s? , 
I whness does it I first st 
he training Ipervis take t 
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ADVERTISING is used to contact prospec- 
tive solesmen. “Very open 


ads” state salary, bonus, commission, lines to 
be sold, firm narne. 












TRAINING is thorough, with no short cuts. 
One phase involves cold canves- 
sing from Showmobile under supervision of 
training director. 


nan that there is no short cut to learn leart 
ng the appliance business, and that and to demonstrate the products he Prospect plans to buy next. If she 


x 


not exper ted to be concerned has studied 


selling in the first few weeks 


[ s first days with us, the new 

" le with various men i 

lepartmer xplains Mr 

\ One iv wi le ery ne 

washer service, one day with tunity t 
©¢ day etrigera- 
I seers +} 
t t ¢ ¢ 


Films and Manuals 





two a 

i know 

c Mr. | 
n tl ig 

Assig 

He 









ELECTRICAL 


INTERVIEWS with all applicants ore made 

by Price or his soles mon- 
ager, whe ask challenging questions, get appli- 
cants to express themselves. 


INCENTIVE cascs""meetings ct which com. 


pany executives provide inspirational instruc- 


to approach a customer 


salesman, since he has the oppor 
serve the experienced sales 


Confidence on the Rood 

















tion in techniques. rewards. 


and address and what appliance Mrs. 


He is carefully watched shows any interest at all, the salesman 
period, and if he en- gives her a complete demonstration 


ounters the slightest difficulty with a and actually asks for the order. The 
customer, a supervisor steps in. The new salesman is indoctrinated into this 


most beneficial to the procedure. Here he learns the great 
American art of ringing doorbells and 


getting one foot in the door. Here he 
] 


n their presentation and closing gains confidence and loses the fear of 


ld canvassing 


Floor Time Assigned 


phase of training used by After we feel that the new sales 

Pr , Inc., is the use of a van, man is thoroughly indoctrinated, he is 
termed an “Appliance Showmobile.” assigned regular floor time with the 
ure several samples of the other salesmen. All of our salesmen 
sold by the firm. The have the same floor time—two days 

procedure is to take two or on the floor and four days off,” says 
salesmen into a section and Mr. Price. “We try to develop initia 

hl canvass every house. tive and confidence in our men as 


1sewives are offered free gifts, such rapidly as possible. Once a man 
» packages of Rinso, a pair of experiences the thrill of closing a few 


, etc., just to walk through tough sales by himself, he is on the 
the “Showmobdile.” A way. All the while, Mr. Wood and | 
used to get the name spend considerable time in the field 
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applicants is cided by intelti- 

\ gence tests. None who have 
been hired despite failing test have become 
successful salesmen. 





with all salesmen, guiding, teaching 
and giving them the ‘show-how’ of ap- 
pliance selling.” 

4. How to provide a good salesman 
with incentive. Inspiration does it. A 
one-hour sales meeting every morning 
is the rule of the company. At these 
meetings the salesman is given an op- 
portunity to express himself, and is 
offered a chance to bring his indi- 
vidual problems before the group for 
discussion and recommendation. Pres- 
entation, demonstration and basic sell- 
ing instructions are continued week in 
ind week out. 


Objective Kept in Sight 


‘We all enjoy these meetings,” Mr 
Price deciares, “and while a spirit of 
good humor is always present, st/ll we 
never forget that the purpose of the 
meeting is to inspire the men to better 
sales. I believe it is an actual fact 
that at the meetings Mr. Wood and 
I spend more time telling the salesman 

(Continued on page 176) 
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tibia, 


HOME CALL is next step. The salesmon inspects 


tracts a y the housewife’s oresent kitchen. then sits down 


ng couple 


MODEL KITCHEN in Denver Appliance + Br IMPRESS his prospects » firwn’s ecnal 3 


with her of dining room table to put ideas on paper 





oon 


DENVER APPLIANCE 


Kitchens by the Carload 


The owners of the Denver Appliance Co. studied the operations of the best kitchen 
dealers they could find. The best ideas, like elaborate presentations, salesmen 
trained in drafting, a good installation crew, and coverage of the home shows, they 
incorporated in their own business. Result: Over $100,000 in kitchen sales a year 


eng 


By ROGERT A. LATIMER 


T 


Studied Other Dealers 


PAGE 60 SEPTEMBER 19S5O0—ELECTRICAL MERCHANDISING 













4 FINAL DRAWINGS ore prepared by nen themselves in drafting room SECOND HOME CALL gives salesman chance to present prospects with final 
A t student the fir erspectives t re up presentation. The firm drowings ond cost estimotes. Even if they don't buy now, he will leave drow 
re) sipped t ju t wn bluepris ings with them. When they do remodel they will go to Denver Appliance 









was for cash 


i FINISHED KITCHEN boosts an electric range instead of the gos stove used in the model kitchen. This sale, like nearly all made by the company, 
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Home Supply “Personalizes” 
A Freezer Demonstration 


The way Rube! demonstrates home freezers is a 
good exemple cf his personalized methods. He 
mointoins several sizes and models on the displey 
floor, all of them connected and ready for showing 
lestead of containing the usual assortment of pock 
aged vegetables, however, these freezers hold a lit 
tle bit of everything—leftovers, bread dough, slices 
of meat and whole vegetables, all of which help 
Rubel prove thot food saved is food gained. A few 
sandwiches of a frozen salad is eloquent testimony 
that o freezer will help stretch o budget a long way 

“in addition to showing ao customer the freezer's 
convenience, saving of time and cost of shopping, 
you've also got to show him whet a freezer can do 
for him personally,” declores Rubel. “So we reach 
into the freezer and bring out the remainder of 
Thenksgiving’s turkey, or a big hom. He knows 
whet happened to his own turkey leftovers and how 
much of the ham he bought for company hed to 
be given away later. The demonstration has been 
given in terms of the prospect's own dinner table.” 


“FOR YOU PERSONALLY,” declores Morris 
Rubel, manager of Alabama Home Supply, to 
a prospect housewife, “this freezer will . n: 
And he then tells her, on the basis of what 
he has learned of her housekeeping and eating 
habits, how a freezer will best suit her needs 








DEMON 


‘ 
f 
: 
. 
: THEN a housew 
abplian e sh pt 
4 retrigerator, range « 
Pu chine, what she really 
he wants ¢ look at 
tion,” 
Morris Rubel, general 


the Alabama Home Suppl, 
y? ’ re 


ghia e tore | 


} 
€ 


i 
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Demonstrate Refrigerators 
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STRATIONS TELL THEIR STORY 





PaaeTiaE 2 








Alabama Home Supply Co., Birmingham, goes Ph Arete sie Fig Bovey mie, Bo 
this down payment but in the long ru: 

beyond the mere flicking of switches and open- ee ee and 90 Goes the 
. ss ‘ , But during the demonstration pe 
ing of doors in its demonstrations by showing sd. the Shad aahen an ie Saeed 
B ; : that by simply inquiring, “How much 

the prospect how each appliance will suit her would you like to pay down?”, the 


ner usually gives a figure that 


personal needs 


in the required 10 percent 


Demonstrate In the Home 


De trat the home ar 


Demonstrate Prospect’s Credit | a ta ss li 


Demonstrate Appreciation 
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| Washer Demonstration 
Avoids Overselling 


Proper demonstration of washing machines, both 
autometic ond conventional, must include whet the 
mochise won't do as well as what it will do, declares 
generul manager Rubel. it is not good for present 
or future business, he says, to oversell a washer by 
underustimating the time it takes to get clothes 
clean, or by understressing the importance of a good 
soap und blecching powder and, sometimes, a water 
softener, to a clean, white wash. Extravegent cloims 
in a demonstrotion are dangerous—because even 
one dissatistied customer con be a terrific liability 

Alebame Home frequently advertises, asking 
housewives to let the store do their laundry. A 
washer is sent out to the home, a wash is done by o 
demonstrator and the appliance is left in the home 
on approval. Washers, dryers and ironers require 
several days of use before the housewife is com 
pletely convinced that she can operate them herself, 
Rubel says. The trial period provides this time ond 
the firm's records show that more than 75 percent 
of washers sent out on the plon ore sold 


EXAGGERATION of a washer's good points 
fed by this Alabama Home Supply soles 
non, becouse he knows that subsequent dis 
usionment of the customer will ruin good 
- lose future sales. Attention and interest 
t prospect are better when she's comfortable 






































w, depending mainly on the 
me-honored principles § service 
) \ored = principl of < 
urtesy and hard work 
We follow certain practices, how 
ever ‘ h pay orn well ” he Says 
Each time we make a sale, for ex 


ample, we write the buyer a letter of 


appreciation which is followed up by 
a call tro 1¢ of our salesmen, who 
resents the customer with a bottle of 


imilar gift and inquiries as 


whether the appliance is satisfactory 
perating vell tefore he leaves 

to get the names of the buyer 

¢ | N ) y be interested new 


Again, when the final payment on 


lease 





e customer’s own needs, de RANGE DEMONSTRATION, os hondied by an Alabama Horne Supply salesmon, includes the usual 
f explanation of the controls, timer and time-soving features, also explains why it is easy to clean 
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TABLE 1 Seles Breakdown by Product Type 


Percent of Total Seles 
Applience 1949 1948 1947 1946 
Retr erat v/a ‘aI v4 
Wash m4 ‘ 141 ) 
elev 11.3 44 


TABLE 2 Percent of Sales Involving a Trade-in 


Trade-in % of Total Seles 
1949 1948 1947 1946 


Appliance 
Beli eeretor 

Veavr g machine 4 
Vange 





Item Year 


TABLE 3-—Analysis by Size of Dealer 


% change % change 
in $ soles in $ its 
1949 1948 1949 1948 


A ve 98 : 14 99.1 
$1 O0-$250,00 4 33 
$75,000-$150,00 

tlow $7 


Dealers with net seles of 


Avereoe 


TABLE 4 Analysis by Geographical Division 


% change 
in $ soles 


1949 1948 


% change 
in $ profits 


Dealers in 1949 1948 





TABLE 5 Operating Ratios by Dealer Size Groups 


Dealers With Seles Of 
$75M $150M 
Nat'l Than 


to to 
Avg $75M $150@  $250M 
100.0 10 10% 10 
100.0 10% 10% 10 
100.0 10 10 100 10 
100.0 10% 100 10% ' 


More 
Than 
$250M 





672 9 A4S A) A 





32.8 

















eareqated in 1947 and 1 
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What 


NARDA’s annua! survey indicates 




















Seales, Profits Drop 


ced 


Larger Firms Do Better 
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It Costs to Do Business 


that dollar profits and sales fell off in 1949, but that the cost of goods declined and the ratio of profit to net sales improved 


Despite the sales and profit slu 
dollar-wise in 1949, the ratio of profits 
net sales rose, reversing a dow: 


ward trend which has been evident i 

h of the past surveys. The rise fror 
$6 in 1948 to 5.2 percent last yea 
n increased oper 


g sts, which Se 27.6 
et ules in 1949, have 
e the irvey W 
begun. In 1956 they were 25.4 percent 
i e} wing two years imbed 
upw 1 to 26.2 and then 26.7 percent 
(y marzins, which had been de 
. 
year Si t eginn 
‘ ~] rd in 194 
tt t 
n uti 
OR ne ¢ 
' 
‘ iat g i 
} lise only $1.2 ‘ 
c lan gross Marg 
ym! 1 with 
37 2 Yr it } 
ot I T Tvey 
Sales vs. Selling Space 
; 
¢ 
I 
‘ ay 
A i ive ¢ 
is $73 juare toot 
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i « : I 
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TABLE 6 Operating Ratios by Geographical Division 





















































Nat'l. - Region 
Line Item Year Avs. 1 " Wt Iv 
1. Net Sales® 1949 100.0 100.0 100.0 100.0 100.0 
1. Net Seles* 1948 100.0 100.0 100.0 100.0 100.0 
1. Net Sales* 1947 100.0 100.0 100.0 100.0 100.0 
1. Net Sales* 1946 100.0 100.0 100.0 100.0 100.0 
2. Cost of Good lq** 1949 67.2 69.9 67.7 68.9 64.8 
2. Cost of Goods Sold** 1948 68.7 12.1 71.5 66.4 66.4 
2. Cost of Good id** 1947 67.0 67.9 65.6 67.8 68.1 
2. Cost of Goods Sold** 1946 65.1 67.5 66.8 65.1 643 
3. Gross Marg : 1949 378 30.1 3D 3 31.1 La 
3. Gross Margin (L 1—L 8 1948 4.3 27.9 33.6 33.6 
3. Gross Marain (i g 1947 33.0 iy d fous 32.2 e 2 
3. Gross Margin (L 1-—-L & 1946 33.9 33.2 34.9 7 
4. Total Operating ¢ . 1949 276 2 28.2 27.5 31.5 
4. Total Operating Cost 1948 6.7 * 04 2 25.9 26.6 30.1 
4. Total Operating Costs 1947 $52 22.3 28.4 26.9 25.3 
4. Total Operating Cost 1946 25.4 93.9 29.4 26.3 26.3 
A. Administrative —Total 1949 19.1 18.2 19.7 21.0 20.7 
A. Administrative—Total 1948 18.6 16.9 17.8 20.4 20.6 
A. Administrative—-Tota 1947 18.2 15.7 19.8 20.1 17.2 
Not comparable in 1946 
vers -NV f 1949 3.5 3.1 45 4.1 2.5 
1 wners'-Mars. 1948 3.5 3.0 41 4.3 3.0 
Not segregated in 1947 and 1946 
2) Office Salarie 1949 2.0 2.1 2.3 1.4 2.2 
Office Salarie 1948 1.8 19 1.5 19 2.0 
Not segregated in 1947 and 1946 
3) Salesmen s Pay 1949 5.5 46 47 8.5 6.4 
3 slesme Pay 1948 5.5 4.1 5.8 7.5 6.1 
3 alesmen s Pay 1947 48 3.8 42 7.1 5.6 
Not segregated in 1946 
4) Serv. Mens Pay 1949 47 48 45 3.5 6.5 
4) Serv. Men's Pay 1948 4.7 4.6 3.8 49 6.3 
4 erv. Men's Pay 1947 41 3.0 5.4 1.7 3.8 
Not segregated in 1946 
5) Delivery Expense 1949 1.7 1.8 19 1.8 1.4 
5) Delivery Expense 1948 1.7 1.7 1.4 1.4 1.5 
Not segregated in 1946 and 1947 
6) Other Admin. Exp 1949 1.7 13 1.8 1.7 17 
(6) Other Admin. Exp 1948 1.4 1.6 1.2 0.4 1.7 
Not comparable in 1947 and 1946 
spancy Expense 1949 2.6 2.3 2.8 2.2 3.3 
B Jecupancy Expense 1948 28 25 2.7 1.6 34 
B spancy bxpense 1947 3.0 2.5 3.0 1.6 3.5 
Not segregated in 194¢ 
Advertising Expense 1949 25 9.3 2.6 1.4 29 
Advertising Expense 1948 2.6 2.8 2.4 19 29 
Ad 3 Expense 1947 2.1 22 2.3 1.8 1.7 
Not comparable in 1946 
Bed Debt € 1949 0.2 ).¥ 0.2 0.2 0.4 
Bad Debt Losses 1948 0.2 0.2 0.1 0.4 0.4 
Bad Debt es 1947 0.2 0.2 0.1 0.¢ 0.3 
Not seare gated in 1946 
A er txpense 1949 3.2 ?.% 99 2.7 42 
her Expe 1948 2.5 1.8 29 2.3 2.8 
Not comparable in 1947 and 1946 
jet 4 1949 5.2 5.0 4.1 3.6 3.7 
et Or 4 1948 46 3.7 g2.¢ 7.0 5 
4 1947 68 Ia 6.1 53 6.6 
c 4 P46 8.5 8.4 10.8 8.6 a4 
° j enue lude >it Of Service parts and supplies. 
1950 
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1M 33 YEARS Wolter J. Weidner hos built up o business 


Ts getting low 


1. Traveling Salesman Joe Bor 
\ 


} . » mi it 
‘ g Ti : | on s 
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" t $750,000, 25 percent of which is in elect 


which 


i — —— om 
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ONE PROMOTION, after o course of instruction in homemaking was given to a group of brides, eoch 
eceived a $25 certificate good on the purchase of any major appliance 







toke 


IPT 









FARMERS COME in to the store to buy parts and the staples 


thot weor out quickly in their daily work. Weidner's carries 


MIX WAYS TO 


Because travelling is too expensive and time- 


consuming to use to reach all farmers, 
Weidner’s St. Cloud, Minn., has developed several 


ways of getting the farmer to come to them 


"4, Brides’ Class, Learning 
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selection of these items as traffic builders in order to FREE HAMBURGER, broiled under glass, is presented to each woman customer who will sit down and listen 
expose prospects to larger merchandise to a complete demonstration 


DUNTACT FARM = 














le tine e econo! t tron int they stop at something hone 
k vit Phil list it r washers retrigerators of 
Minneapo t me and put on ng iid then our man steps up 
Country all othe ind introduces himself. The farmer in 

ttend reveals his name. Later we can 4 

va cle eck up on our map and find exactly 5 
I [ spective NT 1e located, what size farm 

or w e has, and other dope. If cur outside : 
ise. Down in the n goes out on a call on him, he 
es were put knows what he has displayed interest 

pace At the mclusior ! vb £ an operator he 2 
I ‘ inded a r 
$25 on any majo 6. Bird-dog Dealers. Scattered 
It ught out the girls ver the 60-mile radius that Weidner’s 
t intry as well as from town alls its territory are a number of 
g ] © attend this lealers who are in close contact with 
vol farmers. They are constantly learning 
il wants, and Weidner’s supplies 
5. Repairs. N g he with merchandise to fill the 
f repa g far plements. Weid yrcle without these dealers stocking 
1 eting ym the ire and i hie lealer gets a 15 to 20 percent 
plements. They co ssion, and Weidner gets the 
gara is a meeting hall ile. The bird dog dealer must handle 
ry people poured in to listen t nstallation and the personal mtact 
t popular subject [he store carries Philco and West 
A , urse, with nghouse appliances, ranges, television 
the plement manufac and refrigerators. It sells Fairbanks 
After the eeting, the farmers Morse water systems and washers. It 
t lace and were brought in listributes the Junkers space heater, 
with all sorts of home devices Phil ind DeLaval home freezers. It 
lentally,” relates Dick Miller arries tires, batteries, parts, oil, 
jue in discovering what a lumbing and heating supplies, lawn 
aT rather subtle wers, fertilizer, garden power tools FARMERS LOVE literature. Weidner's makes it a point to carry lots of dota on 
\\ ‘ wand ATO ce und lawn seed End every appliance and implement the firm sells 
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BASEMENT PLAYROOM, here enjoyed by « MIRRORED CEILING reflected white and chrome of all-electric kitchen. Freezer 


strator. featured TV and ck ner ed rod “ rou t i y f fou ymt foreground was made part of kitchen work urtoce 







major network m schedule either for listening or automa . 


PUSHBUTTON ROUSE 


By CLOTILDE G. TAYLOR 





RA RA NRC Pe Pap 







HIT OF HOUSE wos Barrell’s own desigr } 


ntrolied’” cleaner. It left 





85 CENTS EA 


CH BATHROOM ted heat, sun lamps, built-ir 





t w 
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CONTROL PANEL in kitchen made it possible to pipe radio music to any port of 


house. Intercom system connected all rooms. Circuit breakers ore at right 


7,000 people paid for the privilege of inspecting the 
appliances that San Francisco dealer William Barrell 
built into his model home—so the promotion paid for 
itself, and increased sales 20 percent. 








ng in 1 1 j They ip a electrical 
B ‘ j 1 ess il the i ad « 1 ind convenien 
Aut Show the Better ‘ \ ly by the ig 
H . i ot ‘ yp i ind which eventually i 
\ i Barrell the e known a | Butt House 
M \ e ( San Francis¢ i hey ul fancy grit nside t 
M Valley, has d nstrated that use and le, whe flood light 
t p r put on a pre 10 ok ove in electric ©) 
g that people will pay to ed ghts t e drivewa 
the y like what they i mach th ite < entered the 
that they will come t md Lhere VAS a i perate 
ward to b t sales fa varage pened by a butt ‘ 
1 " 1 la ird of the i An te 
illed tl Push-Bi mnicat ysten 1 all ro 
0 ally va ta r ise together. Furthermore 
2 l a re t ‘ i rang ent by whi 
( " rood rye the i te p via I recor Is « 
{ ty ar S Frat " ) erie f radio p 
enice i b heard ifiv ro just by 
ippa t the at pre ig e aj rite butt I 1 
vas g : { itrol clock the rad 
ld affor ~ t provided f change t st on a 
Wr Barre 
Moder Appliance 
. o : Radar Controlled Cleaner 
‘ p ties of tur | the ng ) there wa 
to a model ne t ada itrolled cu cane 
gt be vited t ‘ rime t « torage cavinet 
tion the appliance it the pre y a Dutton and move 
Mo \ plarine ib t inder v1 yr) | 
lay so interesting etely g 1 YxlZ2 rug 
: I electrica Iman guidance I wa 
t t r i] be i ted vention ¢ M Barrell 
i oOo¢ ft \ built clect sna an ele 
t ealth and it 
{ yg | ve ea ed j  bathro« 
] “ 4 4 Pp r cl ing 
Any t wimlow dray xy button 
i pa ed i t } A ed t 
t ay to, but if the ed pa ik 
Kked i ul Z aiterwa 
‘ with the I ve yu ra 1 every 
‘ f only t roon kit f gadget f every 
i t tilating fans, and lights 
Forsman, the owner, and erhead, underneath and on the side 
I ting the « tr ia t strates pomts (Lonventence out 
partner nitinued m pags 1RR } 
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eR HARTER S TNS TS B 
von etal eine oe 


ELECTRIC MARVELS of the house included pushbutton beds. A button activated 
a motor which separated the beds for easy making. Another returned them to 
their original position. A third operated the draw curtains 


- 


ELECTRONIC CONTROLS opened garage door when house owner pushed a button 


m dashboard of cor. At night, electronic eye lighted drivewoy as car entered 





skaie: 
Aker Riera 


HUGE RECORD PLAYER in basement playroom was connected, like radio, so that 
any of its hundreds of selections could be heard in any room of the house 
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MANUFACTURED AT 
GENEVA ILLINOIS 















WASHING DAY. 


WASHDAY IN THE EIGHTIES wos never like this. with the women starched and beruffled and as coo! as you ADS LIKE THIS, portraying «a fashionably 
please despite on immense amount of hand labor But the old wringer ad made it look easy by keeping the wash dressed gir! crimping her organdy with the Gen 
boord out of sight. Large families sometimes saved linens two or three months before washing eva Hand Fluter, made light work of ironing 










300 Years of Washday—and You Can Have ‘Em! 


If you think that it’s too much work 
to put clothes in the washer, take them 
out of the dryer and run them through 
the ironer—look at these pictures of 
the good old days when women were 
weight lifters and washday was a sen- 
tence at hard labor 





Equipment from the collection of 
EDWARD MENDEN, NEW YORK 
Photographs By 8B. NEWMAN 








A STRONG RIGHT ARM mode it possible to crimp from THREE LIONS, Inc YANKEE GENIUS wos responsible for this early | 9th 
the edges of o nightgown with this device in only Century New England iron which sported a curved 
three or four hours Starch helped retain the crimp plate to protect the user's hand from the heat 





HOLLOW IRON of 1792 wos simple in shope. but LEG-O-MUTTON SLEEVES, high fashion f the NO INCONVENIENT electrical cords got in the way 
had to be filled with o hot plug of metal in order to eighties, were pressed inside with an iron ingeniously f this iron. All you did was pump it full of air, 
work. It burned more fingers than clothes equipped with a long handle fill it with kerosene and light the cotton torch 












STRAIGHT-AHEAD IRONING wos aided by a mammoth stand which had oa roller LOOSE FITTING GARMENTS were more appropriate attire for perspiring over o 
st one end so the iron could be slid off onto the board. Iron wags one of the first washboard and a convoluted wringer that looked like on instrument of torture 
never lift’ types——it couldn’t be lifted thon were the clothes portrayed in ads of the 1880's 





— | wm ¥ Petes 


ONLY TEN POUNDS—ond you could do twe jobs HOLLANDERS of the 18th century didn’t have to 


with this gas burning iron of the early 20th Century put the iron on a stove to heat. This one carried its 
The two flat sides did straight pressing and the fluted own glowing coals which were dropped inside with o 
ide put a crimp into anything, including the operotor oair of tongs every few minutes 








SAD IRONS temmed from this Frenct FURBELOWS AND FRILLS were whipped into shape 


e detachable har ‘ n the with or ; m into whict red-+ 


wher eo j 19 of met ” jropped 








NO FUSS WITH STOVES hompered this iron. Hooked " 
up to the gas jet for a few minutes, it could be used 

with “amazing dexterity and flexibility as would have 

made grandmother swoon with envy.” 








EARLY STEAM IRON had its own fire box and smoke 


stack. The opening at front emitted some steam when 





a little water chamber inside was filled up 












Get Yourself a by ang nase ' 
ROBOT BOOKKEEPER 














} 
cd 
i 
: 
ik: MELA . Business appliances have made some progress, too. Just ‘ 
who uses a for example, modern cash registers will banish daybooks, 
simplify account proving, keep tabs on salesman effi- A Record of the Day's Business 


ciency, record sales by lines or departments, maintain Bal 
inventory control, compute sales taxes, and provide the 
host of facts on margins, turnover and collections that 


you need to make your business run 
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But it takes more than just 
a rental plan, even a good 
one like this, for one store 
to sell that many. Sanatogo 
Radio Co. keeps motorists, 
farmers, and suburbanites in 
eastern Pennsylvania aware 
of its program with plenty of 
advertising and new twists on 


old promotions 


ee eral 


RENTAL, NOT 


lation 


SALE is goal of 


applicable toward 


Wittenmeyer salesman's pitch to this prospect 


charge, are purchase price if she decides to buy within s 







ws Semnetecrht ae ESTAR 
SERS S Pisa 





Fees of $5 a month, plus $10 instol- 
x months 


RENTAL PLAN setts 280 Freezers A YEAR 


Immediate Interest 


ELECTRICAL 


MERCHANDISING—SEPTEMBER, 


(pox AROUND 


seur SERVICE HOME APPLIANCE MART! 


"same IN 
SANA Tid § 





oe 


LONG STORE, smock against much-traveled U. S. Highway 422 in rural Sonatoga, fF 


ttenme home rear rdvertises freeze iis with 


er rent pointed and neon signs 
t know if thev need one 
che { lon't want to spend the money 
\\ tten W tick enta an t the ule 
; thet elve 
( } > tallat } 
| dg 
i here i 4wO0 ) at i any i ai le r t pu 
in { L x 
l ental charg ‘ 
t iva t the 1 {f he | 
x ] | 1 ) per 
‘ ' ' ted ¢ 
‘ p! t 
p ky y ew not tii sanatoga 
‘ \ Ra { new p t These 
pak! off ix vw busine ind 
ict he st t 
‘ t t ) the | tw i t 
VAY t ] i t ap 
t «A 
T 1 t gn ove “ se 
; I look Oldest Washer” Contest 
‘ Deal to show I imnounced a iidest 
t group o é ise contest,” which was pro 
G-E freez each of which full of ited via radio, n papers and d 
i ' ~ w? of ect iil. Contestants had two months 
reg customer i which to tell t tore by phone, 
take } ‘ ma r personal visit about their 
W ; . teow 6 1 istome 1 ¢ and its approximate age 
Witt ever, “becau W ittenmever or his salesmen 





1950 








’a , was built to reploce porch of owner 
y te each contestant wme to get 
the erial number yr the va er to 
1ech with the factory for t true 
we. While mm the home they were able 
|) t out the advantage ning 
! hances and t irvey ts 
ipphance n eds 
i Thu « wer 
i ontestant ere nvited 
to trie tore 10 tiie 5 prize 
iwa 
Cre the t unusual promo 
ticens that we ever had ivs Warren 
Wittenmever, “wa ur deer contest 
ne tall We expe to repeat it.” 
The t udvert 1 that f every 
leer tail brought into the store, the 
tore A id put a t ket be iring the 
nt ime if lrawing box. The 
tarl A ‘ aced 1a ce7e! 
At r¢ end of the d ca card 
were sent out to the hunters inviting 
imilies to att 1 the drawing. 
A youngster pulled 10 lucky tickets 


from the box and the first winner re- 


ceived a freezer, Other 


were given 

ICS Set prizes 
‘The idea paid off,” says Witten- 
meyer. “There were 75 entries, and 


we later sold 18 of them.” End 
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Why you should be in business 


with Bette Crocker en 


Betty Crocker is a “buy-word” for homesevery year... this same influence 
millions of American women. Twenty has already been a major factor in sell- 
neven years of service to homemakers ing millions of General Mills Tru-Heat 
have made her not only America's best Irons, Steam Ironing Attachments and 
known homemaking authority, but Double Automatic Toasters. 


America's greatest single selling force Take advantage of the selling power 
Her ever increasing influence on of this “super” saleswoman by featuring 
women's buying habits moves millions General Mills Home Appliances spon- 


of General Mills products into American sored by Betty Crocker 





JOIN IN THE BETTY CROCKER FALL 
<—y AND CHRISTMAS SELL-A-BRATION 
General Mills \ppliances 


' AND 
GET THESE BUSINESS-BUILDERS FREE! 





NEW 6-COLOR ALL PRODUCT DISPLAY. 
Ask your distributor how you can get yours. 


NEW POCKET-SIZED TRAINING COURSE 
used by dealers to brief sales people; sales 
people to show customers 


NEW BETTY CROCKER FACT SHEET—Jam 
packed with information on America’s 
greatest single selling force 


COLORFUL SPEC SHEETS on Automatic 
‘Toaster, Tru-Heat Iron and Steam Iron 
ing Attachment give important selling in- 
formation in words and pictures 


ATTRACTIVE CONSUMER FOLDERS for 
counter giveaways a generous supply 
in every promotional package 


NEW CUTS AND MATS CATALOG — in 
cludes radio commercials, copy and layout 
suggestions for complete ads 























NEW General Mills Ad Campaign is 
BIGGEST EVER! Fun color ads will appear regu 


lar 1 the Saturday Evening Post, American Weekly 


W ul H ¢ Compamon. Other ads will run in 
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LAMBERT MAKES A BUILDER SALE 





NOT SATISFIED with demonstration alone, builder 
makes Lambert pull disposer out, explain mechani- 
its paces cal details, installation methods 


This Dealer Sells 
THE BUILD 


Dealer George Lambert wanted some of 


UNDER the criticol eyes of his builder prospect 2 


left) Lambert puts a food waste disposer through 


those four- and five-figure appliance 
orders from builders in his New Orleans 
trading area. So, he went out and got 
them by proving the product and profit 
values to his prospects 





By DAVID MARKSTEIN 


PROSPECTS for homes were immediately attracted 
by those in which dishwashers and disposers were 
port of the installation 


f this fact is the basis for 


HY it a t the elling r arefully laid out in advance by awarene 
etre on the consumer, whet es planning he savs The plan our sales 


plan and the salesmanship 
ers running into the ikes the system work. But without follow-through.” 
be had wit ntensive follow-through, we would Mr. Lambert applied the tried and 
elling effort ev get the sal true demonstration tactic which is so 
: ge Lambert. w t owner Wh re Mr. Lambert's “big” cus important in individual consumer 
George App es at 5526 Ely tomer They are mtractors, de lling 
| N Orleat ypers, and builders w construct 
“er Sep tribes a ae a a Two-Point Seles Plan 
I g ‘ h it off t public,” this case,” he points out, “we 
t Mi xpla Cretti rs fr to ce nstrate two things: First 
ak not eer and the « DE y, efficiency and all-around 
t They ha rm headed 1 of the appliance Second, and 
They would not last ‘ vortant, the fact that having 
ft l would increase t 
i 
r i ‘ t Wil t 
Sell Complete Appliance Sets ‘ in inet a 
) I ( t I ext was to helf 
t ] re mone ‘Wh 
, ; art pects, as busi 
uckage y t uilder ypportunity to add 1 
ly ‘ j hit iv George Lambert 
kward in their eagernes D nstrating that angle was the 
‘ . " thev " 
will sell readily An ¢ plan was first put into effect 
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signed first 
other houses of the subdivision 


TEST INSTALLATIONS in two homes of subdivi- 
sion followed demonstration. Builder wonted to be 
sure they would help sell houses, 





PURCHASE ORDERS for two test homes were 


Result: the builder put units in all 


vhen Mr. Lambert approached a spec- 
lative builder who was putting up 
yomes in Prentiss Park, a new sub- 
division 

Ihe contractor came into the store 


when I invited him to learn an angle 
wv increasing profits,” George Lam 
“Inside the store, | put on 


e stiffest demonstration of product 


vert says 


value that I have ever put on. The 
product for this initial effort was the 
General Electric garbage disposal 
unit 
Ihe ntractor spent an entire 
ifternoo the store We didn’t 
1 much of the time talking In 
il, we were busy testing. We put 
the demonstration units through all of 
cir pace I told him every sales 
eature, and then I proved what I was 


i nonstration 
He left the store after closi 
tty well 


posal units were handy 


ne tin 
convinced that the garbage 
things to 
But he still was not 
(Continued on page 174) 


have around 
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brings you another 
handle with a sales — 
‘n the heating industry 






HUMIDIFAN 





12 MONTHS A YEAR! 








a a t 
Wie tse 4. gives W's @ ven 6. Wsa nt bi 
wollexheust window ealthtul hlater between j | | | | Wi 
euheovus!t fen fan ¢uculetor reoms | | | itl 
The Humidifan package includes window applicators, legs, sialaiald | | | | an 
and everything needed for all applications, yet costs no more than | {| a} 


an ordinary space heater fan. 


— 























cyre-fire selling 
punch unmatched * 


Home heoter, oil-fired 
* 45,000-55,000 Btu output 


ec aa 


" EERE sca“ 


erenpaernr ne 





















al 


» | 


Home heater, oil-fired, 
* 50,000 Btu output (blower 
optional). 












Home heater, gas-fired, 
* $0,000-65,000 Btu input 
(blower optional). 














Seekers 
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RENOVATOR of the Electric Center was John 5S. Hubbard 


who took over os manoger when firm was struggling under 


huge weight of unsolable merchandise 


GETTING RID OF 
HITE ELEPHANT 


When John Hubbard took over as manager 
of the Electric Center, Phoenix, its profits 
were being smothered under ao heavy inven 
tory of unsalable merchandise. His problem 
Find enough clever promotions to get rid of 
it without breaking the market or losing the 


respect of customers for the store 


One Promotion After Another 











WHITE ELEPHANT SALE | 


We just took inventory and boy! have we got "White Elephants.” (In our business 
those are things we bought and couldn't sell at the regular price) So we're 
taking a full page of classified advertising in The Arizona Republic and Gazette's 
smallest type to tell you about them. We're selling White Elephants at cost 
and below cost and you must come in to buy them because no mail, phone, 
lay-e-ways or C.O.D. orders can be accepted. All sales final. Dealers wel- 


THURSDAY, FRIDAY, SATURDAY - ot 27, 28, 29 
ana HH ae MeN : 










ee oO hep 


777 NORTH CENTRAL 


——e — 1 STORE WOURS. 9 TO 530 THURIDAT NIGHTS TRL 990 








ACTION whict saht crowds who cleared out the 
¥ ’ Aly ond 


humorou mt J j ia IKE 





SYMBOL of the Phoenix Electric Center's most sccessful effort to rid itself 
werlooded inventory wo logic y enougn 3 white elepnont At sale’s end 
sheives ond wore? se were bore of merchondise Sale w be repe ited yearly 
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for the sensational 


enera 

















Here’s the amazing BIG PROFIT appliance with the BIG 
SALES opportunity! Exclusive work-saving, floor-saving 
features found in no other floor machine! National adver- 
tising campaign paves the way—gets women up off their 
knees and into your store! Market virtually untapped! 
Backed by the builders of the world’s most complete line 
of floor machines—General! 

















Wherever there's a floor, there's a 
prospect for the amazing General 
Twin-12! It does every floor care 
job quicker, quieter, easier! Wood, 
asphalt, tile, linoleum, rubber, ter- 
razzo—any kind of floor. General 
glorifies them all, preserves thern 
all' Makes new floors out of old! 
In minutes, brings mirror-like hard- 
wax beauty that lasts for months' 











2 WAXING BRUSHES, 
2 POLISHING BRUSHES, 2 LAMBS-WOOL BUFFERS 


FEATURE-BY-FEATURE 
GENERAL'S THE FINEST! 





* Brushes outlast others 3-to-1! 
Bristles wearable to the wood! 


* Streamlined all-metal styling! 
No plastics to chip or crack! 


* Twin-mesh brushes—full 12” 


swath! No unpolished areas! 
EXCLUSIVE SNAP.ON 
SIDE HANDLES perfect for 
turniture, panels, cars! 
Only General has them! 


®* Most quiet and vibration-free! 


* Complete, genuine Lambs-wool 
Buffers—no mere felt pads! 


* Powerful %4-H.P. AC-DC motor! 





What's more, a General is easier 
to use than a vacuum cleaner! It's 
the first and only perfectly balanced 
floor machine! Full 12” spread, 
counter-rotating brushes prevent 
“walking sideways”! Attachments 
snap on...snap off! 

Look over this list of famous 
General features —and write today 
for full details! Every floor needs 
a General! Cash in now! 


BIG FALL ADVERTISING 
DRIVE IN: 


SATURDAY EVENING POST 
HOUSE BEAUTIFUL 

HOUSE & GARDEN 
HOLLAND’S 

SUNSET 


Be ready to cash-in! 





GENERAL FLOORCRAMT, INC., 421 HUDSON STREET, NEW YORK 14, N.Y. 


WORLD’S FINEST FLOOR MACHINES FOR 








® Full year guorantee! 


HOMES, BUSINESS, INDUSTRY, INSTITUTIONS 





* Extra-long 47” handle! 30 ft. 
cord! Save steps! Save work! 


Onder Nowe ” 


WRITE FOR DETAILS! 
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ARVIN purs PROFIT 


IN ELECTRIC HOUSEWARES! 


ARVIN: WORLD'S LARGEST SELLING ELECTRIC HEATERS 





ECONOMY HEATER MODEL 103 HOT-R-COOL MODEL 5000 








ARVIN AUTOMATIC TOASTER 


Perfect for a price leader! Blows billows of Delivers 200 cu. ft. of warm air per minute Styled with outstanding beauty for quich 
warm air instantly when plugged into At Safeguard switch cuts current if tilted or sales! Engineered for amazing efficiency to 
outlet. Beautifully finished in baked enamel upset. Adjustable to any direction. Beau stay sold! Makes uniformly delicious toast 
and chrome Induction mot causes no tifully finished in baked enamel and chrome i 


notor 
radio or television interfer $ 95 Doubles as full velocity cool 
ence. Carrying handle un back 
1520 watts. Underwriters 'V interference. 1340 watts 


listed for greater aafet At niy. Underwriters’ listed 





SAFEGUARD HEATER MODEL 223A 


SAFEGUARD HEATER MODEL 223 


dies. Sta-Warm Shelf keeps ex 
tra toast warm until needed 


ARVIN LECTRIC GRILL 


Hinged crumb tray. Inspection $ 
ing fan in summer. No radio or knob. Insulated walls and han 


as light or dark as wanted. Cushioned i up 





Beautiful tan hammerloid finish wi gleam Ivory enamel finish with chrome handle A beautiful, dependable cooking appliance 
ing rin Safeguard awitct ts and trim. Exclusive Safeguard switch cuts with 95 sq. in. of cooking area. Toasts, fries of 
antiy if tilted of upae Handy irrent if tilted or upset. Handy toe switch grills, heats liquids ven pops corn! Tight 
“A ' n-and-off ntrol Indu Red glow signal light. Billows of fan-forced fitting lid prevents spattering. Aluminum 
nn 1 radio or TV i warm air instantly. 1320 13” cooking Drip spout: cool pase ° | ()?? 
©. 1320 watts p watts. AC only. No radio or evenly. Drip spout; cool plasti 
Af niy. Listed by TV interference Underwrit handles and knob: 4 plastic feet 
Underwriters’ Laborator listed for greater safety 6-foot cord 





All Arvin Electric Housewares are listed by Underwriters’ Laboratories 


ARVIN INDUSTRIES, INC., Columbus, Indiana 


(Formerly Noblitt-Sparks Industries, Inc.) 
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i ......Versatile, Salable 


Arvin Leaders 
at 40% OFF LIST! 





~— S 
‘ 


} 


THE ARVIN LECTRIC COOK 






} Profit Story starts with } 
y { Most usetil 4 dance! 

st, off! } 

} 
The Ar fh story etarte with 40 per 

i n't | } 

we t } 

rtor t j 

i Ar EXTRA ) 

th wh Arvin etory. A n's ‘ 
higt y. = ree j t 
ote ill profit. A 8 cor 
sistently superior promotions and 
powerful advertising -both national 


and local-—back up each Arvin prod 


wt, move the merchandise off your 
ounters, help you pile up profita 
Get the Arvin story now. The F 
1 teadine distributors in your territory } Instant eve appeal! Instant common-sense appeal to every woman who cooks! 9 
} =» haveinn dhatet : Grills, fries, bekes, toasts! Cooking area omen Sten-inch skillets. Pre-seasoned $ 5 
| waffle grids clip on in a jiffy to make a fully automatic waffle baker, Heat con 
i nee trol; signal light; insulated handle and base; drip spouts carry off excess grease 
No-crush sand wich spacers and recipe book =o at no extra cost with waffle grids 
2 i 
- 


TABLE WEN 


With lectrie Ce wok / 





_ aii 
ARVIN AUTOMATIC IRON 
ARANTEED FIVE YEAR 
A tr ylern iron ta money-saving 
price Fast heating. fa tep-down, saves 





ir I er-cool comfort: @ #4 


f ib 2 ver-cool ex 

grip handle Light weid! 95 Most versat ile electric kitchen appliance ever offered! All the conveniences of 90 
the ) eave nireda of po the Lectric Cook— plus the luxury of on cleatel “second” oven! Bakes rolls, $ 

of ikes, pies, roasts meat or fowl; also serves as warming oven. Chrome finish 


inside and out; heat indicator. Warming oven can be used while cooking on 
4 ‘ hange without ne ¢ open “door Table Oven with Lectric Cook, less waffle grids, priced at only Oven enty, $8.99 


ARVIN PRODUCTS ARE BACKED BY POWERFUL NATIONAL ADVERTISING 


in Ladies’ Hpme Journal, Saturday Rvening Post, Better Homes & Gardens, 
Successful Farming, Country |Gentleman, Progressive Farmer 





Arvin Industries, Inc., cotumsus, 1npIANA 


(Formerly Nobdlitt-Sparks Industries, Inc.) 
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THESE 
7 PROMOTIONS 
SELL 
ELECTRIC 
HOUSEWARES 


Lee N. Bennett, traffic appliance sales 
manager for Graybar in Minneapolis, 
has experimented with hundreds of 


housewores promotions. Here are seven 


ee 


that are tested and proved 


INDICATIVE of increased emphasis on electric housewares are these pictures held by Graybar’s Lee N. Bennett 
They represent the Minneapolis area's first electric housewares window contest in ten years 


are like store, gave the trade an rutile ips wht nerely gi ! ! ec a taste 
mg when they are sold without t 


what could be ck ypeorn lasts longer this way and if you keep a 
ennett, manager, 


lid on the popcorn maker the public cannot dip 
les for Graybar in : in This promotion takes no attention, and can 
lron Promotion 


nenting with pack be operated in any store at anv vantage point. 
? 4 


al apphanc e An iron promotion that had the cooperation otf 
manutacturer ( American Beauty) consisted of 


demon Easter Egg Cooker 


1uses talk a girl 
American 


ed Ww, f This deal is a natural for Easter time when the 
fooling around with egg dyes ‘he dis- 

Isist : » sample eggs, neatly dyed, 
wker elling how it shuts off, 
ki Che deal consists of 
1 the package with the 
sells for $10, egg dye 
n egg producer 


th ." 


ot cotiec 
Comeraee Deep Fat Fryer 
In this M nneapol 


WH): 


Either demonstrators 

passing crowds that a deep fat 

» try fish, onions and 

arin baker spreading the flavors, 


amazes the housewife 
+ $0.95 em 6 on se Semis Lee 
$ 1g 


reasons } 
' S. Bennett used 
Sart | ; boxes of which cost 39¢, offering 

f rt ttle cocktail snacks, tiny 
pass 


Gift Wrapping 


\\ avid 


t s out sample t at hink ¥ are moving fast 
avrie l i : { t t ! 1 : I feels that the 
least 80 percent of 
He should buy 
best price The 
with a punch and put in 
will bring in traffic that 


passed by End 


customer s mouth 
t even ask the 


nr 
pri 
’ 
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Rich Mahogany Styling! 



































Rectangular “Black” and Round Tubes! 


Chassis! 

















CR 
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.-- Cabinetry created by G. McStay Jackson! 

These beautiful new cabinets reflect the ultimate in styling 
by G. McStery Jackson, world-famous furniture designer |! 
Superb new cabinetry in Rich Honduras Mahogany 

and lovely Blonde Korina lend distinction to every setting! 


Huge | 4° screen priced 

for every budget! Rich 
Mahogany with forest green 
leatherette front panel. 17 


tubes plus 2 rectifiers 


Every home will be proud to 
own this stunning 16” TV 
Console! In hand-rubbed 

Mahogany or lovely 
Blonde Korina (Model 
9120-F). 23 tubes plus 
3 rectifiers 


Big 16° screen rich 
Mahogany styling! The answer 
to table TV sales —bigger 
pictures in a smaller cabinet! 


»3 tubes plus 3 rectifiers 


Giont 16° screen. Lustr ; 
hand-rubbed Mahogany 
smart half-length doors. Alsc 
e in Blonde 

E). 23 tubes 


ys 3 rectifiers 
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Huge 16” screen perfect 
for your TV-only customers! 
Rich Mahogany; full-length 
doors! 23 tubes pilus 3 
rectifiers. 


The utmost in home 
entertainment .. . 16° 
TV-FM-AM-3-Speed phono. 
Gracious Mahogany cabinet 
. record storage space. 

28 tubes plus 3 rectifiers. 


Complete home entertainment 
center— 16" TV-FM-AM 
3-Speed Phono! Luxurious 
Mohogany Styling . . . full- 
length doors. 28 tubes 

plus 3 rectifiers 


The Granddaddy of them all 
in picture size and luxurious 
styling! Giant 19” screen 
with FM-AM radio and 

phono jack. 28 tubes 

plus 3 rectifiers. 














{ 
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AM-FM CONSOLE COMBINATION (Medel 9150-0) 

The console with everything ... AM-FM Radio and 3-Speed Phono... 
with one needle, one tone arm, one spindle for all sizes, all 

speed records. Rich Mahogany styling. 





ber in FM areas! 





DELUXE RADIOS 
(Model 9152-A) 
Stunning new triumph in 
table radio design! 3 Mod- 
ols to choose from. Smartly 
styled in lustrous Brown and 
lvory Plostic . . . or in rich 

Black or Brown! 





STEWART-WARNER ELECTRIC Division of Stewart-Warner Corporation 1826 Diversey Parkway * Chicage 14, Winels 
Canadian Fectory: STEWART-WARNER ALEMITE CORPORATION OF CANADA, i7S., Belleville, Onterie 








PUBLICIZE KITCHEN INSTALLATIONS: A kitchen sale a month in a town of 


shaffer, in front of a home during installation; and they keep a “‘gallery”’ of 
that’s the 


record of Shaffer and Duff, Oceanside, Calif. Two of the photos of customers’ kitchens, as shown by Gordon T. Duff ‘above right), in the 
post a sign ke the one shown (above left) by J. Robert tore's model kitchen 


SON ae NaC 2 RNAS LOTTA IAG, 


ony ree. 


ei Pee airs Se Heinen ari Lama < 





SHOW pate —— PRESERVES LEFTOVERS: Displaying ao freezer the way 


aged food, he stocks half a loaf of bread, half a coffee 
t would ¢ k in a customer's own home demonstrates its value, believes f cooked food, etc 
sce Mart. Phoenix, Ariz n addition to fi 


ring, small portions 
just the way a housewife would store leftovers. This and 
silly pack ther lesser known conveniences ore not always pointed out to prospects 
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Good Housekeeping 
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Makes ironing faster—-saves hours of time 
and hundreds of extra strokes. 


COMPARATIVE TESTS PROVE THE S7¢0oS7wt 
e Saves 42% of the Time! e Saves 4 out of 10 Strokes! 
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Long and Low 

for Dainty Pieces! 
The Stroke-Sav-r is specially designed 
for that “hard-to-get-at” ironing. It fits 


easily into narrow pockets, slides into 
tucks and pleats ... makes quick work 


the Stroke-Sav-r. Housewives find it cuts 
ironing time almost in half... and with 
so much less effort! 


See Your Universal Distributor Todoy! 
and take advantage of the wave of publicity 
and pre-selling that this great new Stroke-Sav-r 
is getting. GET STROKE-SAV-R OUT FRONT! 
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Look at it this way 
the A-P OIL CONTROL is the 
only operating patt on any heater 
It must be good to feed just the right 
amount of oil to the burner for any degree of heat you want. It muse 
be completely DEPENDABLE for the life of the heater 
most heaters use the A-P DEPENDABLE OIL CONTROI 
BIG SELLING ADVANTAGE! USE IT! 


EMPHASIZE ) Nationally Advertised DEPENDABILITY 


You know that folks prefer a nationally advertised product. That's 
why you're far ahead when the heaters you sell have A-P DEPEND.- 
ABLE Ou Controls 

A-P National 
of SATURDAY EVENING POSI 
DENS, and FARM JOURNAL, makes 


mean more to your prospective customers 


That's why 
Its a 


Advertising, read by over ten million subscribers 
BETTER HOMES AND GAR- 
A-P DEPENDABILITY” 

Tell chem what it means 
in more accurate heating temperatures, fuel economy, reliable heat- 


ing year alter year 


MAKE >) oepenvasiuiry A POWERFUL SALES ADVANTAGE 


FOR YOU! TIE-IN WITH A-P NATIONAL ADVERTISING 
—EeE77" 
of Gust i \ Ti N l Ad it 
Th) athomally vertiseqd Danner is 
Gor (Ap) yours without charge. Mount it on your 
A . heaters to help you sell 


Use the "Sales Magic’’ of 
b) AUTOMATIC COMFORT CONTROL 


Everyone wants AUTOMATIC 
heat. Now oven owners of oil 
heaters can enjoy it! 


bHlere s a great EXTRA market for 
’ A-P AUTOMATIC COMFORI 
CONTROLS are easily 


added to any 





heater usng A-P Manual Safety Oil 

Controls made wnce 1940 Over sev 

en mullion of these are now 19 use 

probably hundreds in your town 

So, tell heater customers how 

easily they can have modern Therm 

ostatn «Dial Cos lied heat fo 

areate miort, steadier home ten 

perature suldsta al ft Aving 

lcs “Sales Mag m every new 

heater sale and extra sales and prot AUTOMATIC COMFORT 
its for you on present heater owners CONTROL SET 


Put “A-P DEPENDABILITY” to work for you! Ask your manufacturer or distri- 


buter for the whole story — or check the coupon for new merchandising aids. 


paDenenen anenen asanen apenasan anes enen anew esas ener anenana 


AUTOMATIC PRODUCS COMPANY 
2400 NORTH THIRTY-SECOND STREET, MILWAUKEE 45. WISCONSIN 


Please send me complete A-P Merchandising Kit including Display 
Benner, Postcard Mailers, Folders, Ad Mats and other material, to help 


tie in en A-P Natione! Advertising fer easier o:! heater soles 


Name 


Address 


City Stote 


| 
i | 
i | 
i i 
i ! 
i | 
i 1 
i | 
j ! 
L ! 


® Derennasie Coarrols 


FOR BETTER OIL AND GAS HEATING 
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THE GROUP SEPARATED into five parts to attend classes in rotation 


jroup is spending an hour learning the tricks of repairing electric ir 


Teaching Dealers 
How fo Service 


Los Angeles firm holds clinic 


on repairing electric housewares 
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t woe oe AFTER ALL THE CARTOONS I'VE SOLD ABOUT 
\ at THEM, | FEEL IT’S ONLY FAIR THAT | BUY ONE.” 
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She has the best job in the world, interesting, 


creative interior decorator, dietician, dress 


designer, health specialist, purchasing agent 
and she works only with people she loves 


He i 


practical scientist biologist, mechanic, accountant 


a business executive, production expert, 


owns and operates his own enterprise in the 


iN 


¢ 


\ 


country’s most important industry 
They 


end of the 







work together and at the 





has the right 
knec Her 
the farmer’s Mrs. 


d ty she 







~ 


rst 


oS 


to sit on the boss 


Ps 


occupation 


& 


Efficiency engineer, executive economust, 
cstheti« exponent, the farmer's wile spearheads 
the rising standard of farm living. She is conscious 
of styles, designs, and colors, calls for and gets 
panelled play rooms, gayly decorated nurseries, 
living rooms where floor coverings, draperies, 
She has the country’s 


and furniture harmonize 


most modern kitchens with new electric 


ranges, 
freezers, and all appliance work savers 


As i'd She is a major market influence which 
adi? 


WS no smart advertiser should overlook 


Guide to the best in farm 


living as well as better farm business 






SuccessFuL FARMING is edited for 


the joint Mr. and Mrs. partnership, 


ELECTRICAL MERCHANDISING—SEPTEMBER, 
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She sits on the Boss’ knee! 


has earned and 


operating under the same roof. 
enjoyed the close confidence of its audience by 
forty years of service 

SuccessruL FARMING is read, studied, and the 
contents used by the nation’s best farm families 

with the best land, largest Investment in plant 
equipment, and livestock ... producing top yields, 
greatest cash returns 

Ihe near million SF on-farm subscribers in 
the fifteen Heart States alone, carn casily 50% 


more than the average US farmer. 


With the colossal current market for farm 
products created by increased prosperity and 
population, and large scale foreign aid . . . with 
a spendable backlog of billions in savings from 
the most productive and profitable decade in 
agricultural history ... today’s best farmer families 
are the best electric goods market in the world! 

Advertising in general media rnisses much of 
this audience, passes by major opportunities 
needs Successrut Farmina’s deep penetration 
for maximum response and return, You're not 
getting all the sales you should, if you overlook 
this market and medium. For full facts, call any 
SF office SUCCESSFUI 
Des Moines, New York, Chicago, 
Cleveland, Detroit, Atlanta, San 


I rancisco, Le s Angeles 


FARMING, 
vu 


iy 
Ps . 




















Matbcalters 


FIRST in Precision TV! 











THE PRINTED CIRCUIT! 


Originally developed in 1943. 






Now, adapted and perfected for 
its first major use in TV at a cost 
of more than $2,000,000— 
is Hallicrafters new DYNAMIC 
TUNER. Its "Precision Printed 
Circuit" delivers the finest 

TV reception possible. One more 
FIRST for Hallicrafters, which 
brought you such FIRSTS as the 
Rectangular Tube...and the 


built-in "Silver Vortex" Antenna.” : FIRST | 3 
y { 
. 















































hallicrafters 


FIRST in Precision TV! 





YOUR CUSTOMERS WILL SAY: 


Why didn’t someone think 
oA this before... 


THIS SIMPLE WAY TO LIGHT A CLOSET WITH 





hghts 
automatically 
when door 


} /5 opened 


: The compact one-piece 


“ appeal. All it needs is a bulb. Installs easily 


; simple installation 


| ATTRACTIVE PACKAGE TO 
\ DOUBLE AS COUNTER OR 


aT WINDOW DISPLAY 
Fac h 
with 12-foot cord and 
hold - down 

clamps. | piece, com 
j pact only 2 inches 
Takes 25 wo 
60 watt bulb 


unit complete 


wite 





square 





Built Right 
for long lite 


Priced Right 
for on-the-spot sales 


screws plugs nto nearest outlet. Eye 
Stock up 
won't be on your shelves long 
to KLOZ-A-LITE, Slater Appliances, In: 


Displays and other promotional sids 






Installed by anyone in a few minutes 


Slater KLOZ-A-LITE is a 


natural 


now and stock up plenty 
Phone your distributor 


Woodside 


ay ailable 





for sales 
mounts with 2 


catching { ackage illustrates 


They 


or wnite 


New York 


retail price 1 98 
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WOODSIDE, NEW YORK 


Kitchens by the Carload 





nan finishes the work of one man t 
to another Instead, each of our 
salesmen is his own draftsman, and is 

competent to tackle any 
rt of remodeling program.” 


On the 


thoroughly 
job, in his briefcase, each 
carries an 11x14 inch pad 
yf art paper, rulers, 
ls, dividers, compass, and 
lrafting tools Many of the ideas 
which later on became $1,500 or $2,000 
kitchens 


salesman 
fine -px yinted pen 


otter 


sketched out 
yn the family dining room table while 


were actually 
> ! , + 
the salesman was calling on a home- 


owner prospec t 


Selesmen Went to School 


is the fact 
that all three men attended an extended 
school, held by the kitchen 
} 


nm Was 


Naturally aiding in this 


training 
equipment manutacturer, 


t led 
provided 


and ea 


thus with sound, practical 


knowledge, to be expressed thr yugh 











artistic ability I arry the idea out 
a € larthe Edmondson added 
tll another “touch of showmanshiy 
when he ed Miss Jo Cumr 
young Denver art student, to lor 
each the ilesmen’s presenta 
tions, in ri neat watercolors. Any 
kitchen prospect thus receives as a 
final presentation, before making up 
nd to the purchase, an actual 
iueprint of the installation, a color- 
ket owing precisely how the 
kitchen will look upon completion, a 
le ‘ i ire c t ite 4 
guaranteed all the price volved 
la “work t” whi details the 
amount ubor, how it is we a 
et Through the ex pe 
i t pel L ntat 
) Appliance Co. has found that 
‘ 1y not alway ell the 
ect t first ¢ every hou 
‘ put away the ent 
foe ty it 2 g 
i i t et wheedle 
i the work 
‘ A I t 


CONTINUED FROM PAGE 6! 





within six onths tollowing the 


After approximately six months had 


xeen devoted to the training programs 
outlined above Denver Appliance 


actually got its kitchen merchandising 


program under way during th 





lome Show in early 1949 
time the same model kite which 
appears in the store’s window was a 


crowning feature of the Home Show, 


viewed by something like 25,000 Den- 








 ¢h nhlic 
verities, streaming through t ID1IC 
auditoriun Thousands of prospect 
ards were -d up at the time, and 
each followed up by the ec itside 
‘ 1 r 
salesmen as soon as practicable. Dur 
ing the first year, sales went well over 
the 200 mark mposed OW) percent of 
prospect riginally contacted at the 
H me Show followec if patientiyv 
by salesmet given t be t ot 
the grapn enitat i en 
ved” ¢ igh shee yuy-ap- 
pea Edn 1 think i < 
m prese ition that 
1e Kitchet ippeara es 
et e Show 3 on 
south and r 
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MAMA SENT ME AN AIR CONDITIONER 
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Laundry Queen 


EXCLUSIVE SALES FEATURES 
MAKE [7 EASIER 70 SELL! 





GREAT NEW FULL-VIEW WRINGER 


Full Visibility...Light Switch Control...One 
Piece Cast Aluminum Cover 








INVERTIBLE DUO-DISC AGITATOR 


Demonstrate it—and you'll SELL it! 


AUTOMATIC’S TRIPLE GUARANTEE 


Py -4 Sales clincher deluxe! 


NEWTON, !OWA 
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Nine new RCA Victor combinations are making greater sales records! 


The story's the same everywhere! 
More and still more people are demanding 
the new RCA Victor merchandise. It's a sensa- 















tional increase in preference for the top 
preference brand ... RCA Victor. 

You know how simple it is for you to make 
the most of this demand. Your advertising 
campaign can make good use of those sales- 
tested newspaper mats and recorded radio 
commercials to bring customers to you. Your 





THE 
19-inch Million Proof television. AM-FM radio 
and “45” in the roll-out enit, Another changer 
for 33% end 76 rpm records. And the richer 
more lifelike tone of the Extended Tone 


SEDGWICK 


Range. Here's the finest of them alll 


' 
1é-inch Million Proof television plus AMF 
redio end ~45" in the roll-out unit. Alo 
another aviomatic changer for 33% and 76 
rpm records, And, the richer, more lifelibe 





tone of the Extended Tone Range 


J ‘ * ' ' AIRFAX 
; 16-inch Million Proof television pivs AM radio 
. ¥ and “45” in the roll-out unit. Also another 

% I automatic changer for 335 and 78 rpm 
records. t's RCA Victor's lowest priced 16 


inch television console 


Check these 
easy-to- demonstrate 














prominent RCA Victor window and floor dis- 
plays remind them you have the merchandise 
they want. Simple demonstrations clinch the 
sale, That's the low-cost, high-profit program 
that creates extra store traffic, moves your 
RCA Victor merchandise and generates extra 
sales of your other merchandise. Your RCA 
Victor distributor has a vast supply of tested 
and proved sales-making material for you. 
Get him to help you today! 


A91 
AM-FM radio and “45” in the roll-out unit. 
Another changer for 33/4 and 78 rpm rec- 
ords. And, the richer, more lifelike tone of the 
Extended Tone Range 





ROAVCTOR heatures 


ROLL-OUT UNIT. The radio and the 
popular “45” changer are now one. 
Show customers how smoothly the 
beoutifully compact unit rolls in and out 
... how valuable space is saved... how 
radio and record enjoyment is iocreased. 


SEPARATE 33'.—7 8 rpm CHANGER. The 
big feature here is simplicity again. Point 
out how the ball-bearing mounting rolls 
silently and smoothly. Explain how reduc- 
tion of gears and gadgets means more 
positive, higher fidelity record playing. 
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THE HARTFORD 
16-inch Million Proof television, AM-FM radio 
ond “45” in the roll-out unit, Another avto- 
matic changer for 33'4 and 78 rpm records 
And, the richer, more lifelike tone of the 
Extended Tone Range. 


OMLY RCA VICTOR MAKES THE VICTROLA 


Victrole”"—T. M. Reg. U. S. Pat. Off, 













45w9 


in the roll-out unit. Storage 
space for over four hun 
dred “45” records. And 
the richer, more lifelike 
tone of the Extended Tone 
Range 


ye 








THE “GOLDEN THROAT” 

One of the most famous sound sys- 
tems in radio today. Explain that the 
exclusive RCA Victor “Golden Throat,” 
on exacting balance of all the high- 
quality parts, makes the sound so life- 
like. Then let customers listen. 


AM radio ond “45” in the 
roll-out unit. Another changer 
for 33% and 78 rpm rec- 
AM-FM radio and “45” ords, 12-inch speoker. THE SOMERVILLE 


2781 


12-inch Million Proof 
television, AM radio and 
“45” in the roll-out unit 
Also another chonger for 
33% and 78 rpm records. 
it's RCA Victor's lowest 
priced television combi- 


COR 























CABINETRY 
Point out the fine finish; the 
selected and matched grain pat- 
terns; the sturdy, beautiful hard- 
ware. The choice of finishes. Here's 
fine furniture your customers will 
appreciate. 
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EXTENDED TONE RANGE 

Another forward stride in sound reproduction. Demonstrate how 
this new technique makes even the “Goiden Throat" sound richer 
and more lifelike. It's real concert-hall tone. 


AND WHEN THE COMBINATION HAS TELEVISION 

Snap the switch and let the customers watch clear, steady Million 
Proof television. Remind them that only RCA Victor television is 
proven in over a million homes. 


SUM IT ALL UP 

by reminding customers that RCA Victor has a history of highest 
quality merchandise and leadership. Tell them how you and many 
of their neighbors prefer RCA Victor. And, you've made still 
another sale. 
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AM-FM radio and 
"45" in the roll-out 
unit. Another changer 
for 33% and 78 rpm 
records. And, the 
richer, more lifelike 
tone of the Extended 
Tone Range. 
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@ Yes, dealers handling WASHINGTON 
FRUGAL OIL Heaters are finding their profit: Models 38-W ond 38-M Wolnut or 
soaring. With low fuel consumption Mahogany Porcelain Enamel Finish 
trouble free performance ind outstanding Hot-Blost Oil Circulators 
beauty—WASHINGTON FRUGAL OIL Heater 
ha real BUY-APPEAL. If you're terested 
int ting ile j ne ‘ est 
a) i te 
GRAY & DUDLEY COMPANY 
Established 1862 
Nashville 3, Tennessee 


GRAY & DUDLEY CO,, Dept. EM 
Nashville 3 Tenn 


Gc 


wame 
COMPANY 


city 
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Models 





37-W and 37-M Walnut or 


Mohogany Porcelain Enamel Finish 


Hot Blast Oil 


Circulators 
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| Kitchens by 
the Carload 


ome CONTINUED FROM PAGE 94 eee 


nasmuch as 
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shows that user-leads composed of 


muiring fr 


owner are the 1 
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nprosnects 
prospect 


iends of the original home- 
nost valuable possible 


Each of the specialty outside sales- 
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<0 percent 
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Successful 





y trips out « 


is liberally compensated for his 


un receives a straight 


ission on everything 
the package kitchen 
Thus, 
abinets, 


f appliances 
enters. 
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sales 
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tc., return 10 percent 


t by Ed 
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works long hours 


f Denver to 
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vealthy ranchers and 
tes vithout | iT of 
Secret: Right Tools 
ling of four-figure 
kitchens Edmondson has 


model 
‘earned, merely 
that “You 
the proper 
expensively 
partment, tl 


color sketches, 
tions, et is 
kitchen selling 


+] 


‘hs 


sister 


an d 
‘ le’ 
ools 
ynstructed 
1¢ submission of blueprints 


proves the old adage 


o anything if you have 


considers his 


He 


drafting de- 


black-and-white eleva 


practical “tools” f 


and has been « 


itly surprised by the results. Now 
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NATIONALLY-ADVERTISED, 
FAIR TRADE PRICE 


FROM THIS.... 10 THIS 


é\| with a flip of the finger 



















a 


BE) WERE ARE SOME OF ITS 
Soumd, Selling Features : 


6 HEIGHT ADJUSTMENTS, from 26 to 35% inches, adjustments 
made instantly at the touch of convenient lever just underneath the table 
edge... NO GROPING, NO FUMBLING. 


MATIC SAFETY LOCK: This ingenious, self-operating latch 


locks the table at the lowest position. Table cannot collapse accidentally. 

EXTRA, COMFORT: This new MET-L-TOP provides the extra com- 
fort of sit-down ironing. For stand-up ironing the table is quickly ad- 
justed to the right height to avoid back and arm strain. And it has the 
new “Speed-Top” that provides 49 square inches of extra ironing surface 
-+. saves work and time. 

NON-SNAG CONSTRUCTION, smooth, rounded metal parts, 
sturdy, rigid tubular legs... stable as four-legged kitchen table . .: will 
not tip, wobble or creep, and always sets level. Rubber-tipped feet pro- 
tect floor. 

fEARS of National Advertising prestige behind it. 


FOR EXTRA PROFITS, feature MET-L-TOP tailored-to-fit pad and 
cover sets. 


Manufactured by 


GEUDER, PAESCHKE & FREY (0. 


MILWAUKEE 1, WISCONSIN 
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® Here's the latest and finest MET-L-TOP creation... an 
ironing table instantly convertible for sit-down or stand- 
up ironing, designed and built by the pioneers and leaders 
in all-metal ironing tables. This new MET-L-TOP is 
scientifically designed to provide easier, simpler adjust- 


ment, and the ultimate in ironing comfort and conven- 


ience. It incorporates all the famous quality and ad- 
vantages of the Original MET-L-TOP All-Metal Ironing 
Table, plus many new, practical, exclusive features devel- 
oped by MET-L-TOP engineers. We believe it’s the most 


sensational ironing table of all time. 
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To peer dealers 


and all appliance dealers 


Follow this 






If you would like copies of Woman’s Day 
and display cards with mounted advertisements of Speed Queen, 
Bendix, General Electric, Tappan, Caloric, and Magic 
Chef to put in your w ndow —name them. We'll gladly 
free, of course. 





send them along 
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‘1000 In prizes 


Who is she? She's a reader of Woman's Day magazine. You've seen her often in your store. She shops in 
the A & P market near you (the A & P is the ONLY place she can get Woman's Day) and does much of 
her household buying in and about your store community. She can help you win $500 first prize, or 

one of a number of other fat cash prizes, in this Woman's Day contest: 





Here's the idea: 

1. You write us a brief factual letter relating a specific sales experience you have had with a Woman's Day 
reader-customer. 

2. Your letter should then explain the reasons why you think Woman's Day readers are excellent prospects for your 
appliance sales. Never mind the literery style: it's FACTS we want. For example, your letter might start off: 


“My store is just a few doors down from the A & P market. I know that women who shop there are 
my best customers. Often they come into my store with Woman's Day under their arm. For exampie, 
just two weeks ago there was Mrs. Jones. . .. 


3. Letters should be not less than 50 words nor more than 300. 


eh OR AMIR feb GE 0 8 


4. Include a signed statement saying “I authorize Woman's Day to publish my letter in ads and booklets.” If you 
have photographs of yourself and store, send them along. They're not required, but we welcome them. 

5. Get your entry in the mail and postmarked not later than MIDNIGHT, December 31, 1950. Send it to 
Appliance Editor, Woman's Day, 19 W. 44th St., New York 18, N. Y. Naturally your entry becomes the property of 
Woman's Day, and no entries will be returned. Then. . . . 

6. Sit back and wait until January 3), when the winners will be announced. The prizes: for the letter which in the 
opinion ot the judges tells the most vivid story about the sales possibilities among Woman's Day readers; 


$500 first prize. Second, $200. Third, $100 and ten $20 prizes. Judges’ decisions are final. In case of ties, 
duplicate prizes will be awarded. 


these facts may help you win: 


e Every month, 344 million housewives buy WOMAN'S DAY at the A & P market. They read it, like it, and buy 
from it. They give WOMAN'S DAY the sixth-largest audited circulation in America. 


tg OREN LO ee erate 


A lle SNe Ue 


@ Speed Queen advertising and that of many other appliance manufacturers, is appearing currently in 
WOMAN'S DAY showcasing their products to those 344 million housewives . .. 344 MILLION PROSPECTIVE 
APPLIANCE CUSTOMERS! 


@ Because WOMAN'S DAY is sold only in A & P stores, it’s bought only by A & P customers; the women who 
shop your area almost daily! Many of them are probably your customers . . . and we want to hear about them! 


So why not get to work now on that letter. It might win you up to.$500 . . . not to mention lots of 
valuable publicity for you and your appliance store. 


oman’s Day 


Sold by A&P stores in big cities and small 
The National Magazine...with the NEIGHBORHOOD impact 
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One who has 


Never “Assume” In Selling 
Electric Housewares 


had both 





retail and 


manufacturing experience gives advice 
on selling those small appliance items 


\ A casual observer, interested cor 
! ‘ , , 
ave studied selling 


electric 


artrnent stores and 

















housewares item, a heat 
s sale was made to an 
j 


an who suffered tro 


wanted heat applications 





ly, I described the heat 
ing pad’s constructio 


ion, its satin quilted 


yver, what it would do for the cus 


mer, and that it was worth its price 





but I completely forgot to tell the 
aged gentleman how to operate it. I 


assumed anyone who could read would 


see the markings, and peruse the d 
rections 
Two days later an irate man wit! 


ire in his eyes, and the heating pad 
clutched in his hand, stomped into the 
store demanding his money back. “ The 


rt shut off,” he 





“cl +} ng w 





houted t just gets hotter!” 

It can’t!” I cried It's a", 
naming the brand, which was made by 
the company for which I worked 
“Let's try it,” I suggested, and so | 


plugged in the heating pad, turned it 


to High, and after it had reached the 
heat-point, switched the lever to Off 
position 


“so that’s 


It seems the gentleman had not 


“Oh,” exclaimed the man, 
Of!” 


bothered to read 





i dire 1s 
on t and i 
they read On, Low, Medium 





and ( if 
Of, Low 


The explanation calmed the 


whereas, the markings read 
Medium, High 





the sale was completed, and the day 
saved 
This was the first time, but not the 


last that I saw examples of 


tion” both on the part of the sales 
clerk and the customer. 
This Clerk Didn't “Assume” 
Another time a woman came into 


with an automatic per 


colator, for which she demanded her 


money back be 





ause ft 
; 


and the sales clerk, ha it would 





keep coffee warm until ready to serve. 


i¢ saleswoman, wt ; most re kK 
















water warn 
Oh,” excla t the nsumer I 
tk ¥ you add te keet the plug 
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By Berbera Ann Dugger 


because you have made out a sales slip 
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ssually simple things like not 
knowing how t ff heating pads, 
ng plugs from sockets, that can 
n loss of sales, and the exper! 


ster 


ccasionally I have spent time in our 





testing laboratories where waffle 
nakers, percolat rs and toasters come 
back for service because “they won't 
work”—and yet, I have noticed that 
these items do work for our techni- 

Why Because they followed 
hi mis, and the customer didn't 





the market 


while toasting, 


An automatic toaster or 
makes no sound 


. ‘ 
umers who del 


ght in playing 





yn 





any type of mechanism on an appliance 








lave said It doesn’t work Yet 
when it is explained to them that there 
is not supposed to be any sound they 
are “sold” 

You don’t have to make a cup « 


coffee or toast a slice 





when it comes to selling ¢ 


wares, check yourself on these assump- 
tions and never, never assume any of 
them if you to be a 
selling The only thing you should 
that the customer kn 


success in 


want 
assume is yws ab 


solutely nothing about the product 


A Few Suggestions 


1. Never assume the customer will 
read directions accompanying the prod- 
uct I 


does, s 


i 
to one she won't or if she 








ll skip some importar detail] 
Many women use appliances first, and 
read the directions after they have rur 
into difficulty Be sure t ver the 
directions carefully on products 
such as automatic coffeemakers, heat- 


is, waffle makers, t 





ne pa 


Ss ?}* 





ver set the dials or switches right in 
1e store 

2. Never poorly 

rude spoken customer is not wort 
bothering about 
of the day 


other 


assume a lressed 





She may be your 
best sale pay cas! 


fluence sales. Give her 
consideration 


3. Never assu 





* return merchandise 


s really in need of repair, just because 
the customer says it won’t work. In 
any uses, the customer can be 
wrong. Be tactful, and see if you can 
liscover where the fault lies. The cu 





l appreciate your interest 


4. Never assume an appliance is sold 


r 
and wrapped the package. A woman 
hange her mind 





Be prepared t 


if 


ne that you know your 





1andise “inside out”, always kee} 


up to date on new 


aterials, and 


*hanges, study writ 
know how to use 


f equipment you sell. End 
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the newest, most complete 
line of Vacuum Cleaners 
in the industry! 


PLEASE TURN PAGE 
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PRICE-WISE, FEATURE-WISE, PROFIT-WISE ... 


G-E Cleaners are 















MODEL AVT-173 


es 





uxe AIRFLO 


@ Most powerful tank cleaner in the business! 
@ Unique worksaving Throw-Away Bag! 








: ®@ Beautiful modern design! 

t ®@ Rich chocolate-brown and chrome finish! 

4 @ 11 beautifully styled, self-locking attachments in 
: portable G-E Caddy, including the distinctive new 
| G-E De-Mothing System! 

. 





DE LUXE 


a UPRIGHT 
. CLEANER 


@ Exclusive G-E Napulotor adjusts noz- 
tle te any rug pile thickness—easily, 
quickly, precisely! 

@ Newly designed bag— stays neat and 

MODEL AVF-807 trim! 


@ Built-in dirt-spotter light! 





No other line of Vacuum Cleaners gives you such a wide range of sales 
appeal! For with the complete new G-E line, you have a cleaner to satisfy the needs 


otevery custome! who Walks into your store. 


And remember . the General Electric name means top performance and 
dependability to your customers. So your selling job is easier when you promote 
G-E cleaners! 
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your best bet! 


‘96 UPRIGHT CLEANER 


@ Automatic nozzle adjustment! 

® Maroon and chrome eye-appeal! 
® Powerful G-E motor! 

@ Built-in dirt-spotter light! 

@ Toe-tip tilt lock! 


> 








ELECTRICAL 








Sit pP U} 


@ Completely new design! 

@ Worksaving Throw-Away Bag! 

@ Glistening chrome and gray beauty! 
@ Powerful G-E motor! 

@ Complete set of handy attachments! 









' 


Yacuv 


pROFITS with this Se 
de luxe 
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um Cleaner 


our ' of G-E 


attachments 


1950 


@ Lightweight, compact, portable! 

@ Compact set of attachments! 

@ Perfect for above-the-floor cleaning! 

® Makes an ideal “second cleaner” for quick, pickup cleaning! 
@ The “hottest” little promotional number on the market! 













G-E De Luxe Attachments 
Model AVA-809 


11 new attachments for all- 
purpose cleaning, floor to ceil- 
ing, basement to attic! 


Includes floor and wall 
brush, dusting brush, utility 
brush, crevice tool, de-moth- 
ing tool, upholstery nozzle, 
sprayer, 2 extension tubes, 7- 
foot hose. Completely portable 






in the easy-to-carry G-E Caddy! 


IN 
NOW HERE’S THE CLINCHER . sf 
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G.E’s “three-step | 


Gi 


program Is tailor-made’ 
for YOU: 





It’s the most liberal program we have ever offered — and it’s been 
designed with your way of doing business as the keynote! 


You—the dealer —are the central figure in this program. You 
sell the cleaners .. . you reap the profits! 


General Electric Vacuum Cleaner sales come fast with these 
“designed-for-the-dealer” aids to business! 


OUR BIGGEST SALES PROMOTION  ¥* Demonstration Table and Rug 


—Pub. No. 10-89B. A “must” for any 
° PR OGR AM- EVER! dealer who really wants to promote vac- 
uum cleaner sales! Makes an attention- 
..» And all created around the theme of DEMONSTRATION. For getting display—is ideal for “in-store” 
demonstration sells cleaners, whether it’s in your store or in your demonstrations. $24.95 
customers’ homes. Look at this array of hard-selling materials: 





é New Demonstration Kit — including a consumer folder, OUR BIGG EST 
saleaman's manual, dirt trap tool with filters, dirt samples. * CO-OP PROGRAM—EVER! 


Envelope Stuffers, Specification Sheets—the We have the most liberal co-operative advertising program you’ve 
backbone of your direct mail promotions. ever seen! Available under this program are newspaper mats, radio 
spots, and top-grade television spots. 


OUR BIG NEW 
* INCENTIVE PROGRAM! 


Be sure to get in touch with your General Electric distributor for 
the complete details of this outstanding program! It’s “found 
money"’ for your salesmen! General Electric Company, Appliance 
and Merchandise Department, Bridgeport 2, Connecticut. 


* Transparent End Cap ® 
lets your customer see how 
the new Airflo sucks up dirt. 
A real sales clincher! 


& Carrying Straps— Pub 
No. 10-259. To simplify your 
door-to-door selling. $1.95 





CUT YOURSELF A BIGGER SHARE OF THE TREMENDOUS NATIONAL VACUUM CLEANER BUSINESS 
WITH GENERAL ELECTRIC'S NEWEST, MOST COMPLETE LINE IN THE INDUSTRY! 


You can put your confidence in— 


GENERAL €@ ELECTR 
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and radio indus 


arking time last 
Manufacturers, their production 
high as the 


f raw materials and com 

ent parts would allow, waited 

e wor from the govern 

what mobilization would 

ss eleoen 

t manufacturers and the 

xz ent were apparently stand 
g still, the consumer was doing mobilization; 
opposite if a sometimes sd 

effort to buy appliances 

‘ and television before credit 
were imposed, before su tive and highly publicized television 
‘ ut. before es rose to industry which earlier in the sum- 
arply mer had stolen many a headline 
I any markets two of these with news of lower priced sets 
p ties had become hard fact Now there were more headlines as 
t i August. Goods were scarce part of the industry, including four 
rices were ut of its biggest members (Philco, 
I anufacturer rough dis Emerson, Du Mont and Zenith) 

lealer refrigerators raised their prices 

a tight at bas Scare Buying. It was difficult to 
~ electr I sewares were it determine how much of the sud 
Iipp There was a heav denly increased sales volume in the 
, for ranges, washers and radio and appliance industries was 
I telev bo fed due to the invasion of Korea and 
roductio ew vilel the threat of controls Retailers 
es 4 ing’ away everywhere reported booming sales 
tself most of them, however, were will 
\ y the pr line had beg ing to attribute at least part of the 
The rises came with the nerease to a seasonal pick-up in 


the refrigerator market and the in 


Allocations Return as Heavy Buying 
By Consumers Depletes Inventories 


Video and appliance industries 
wait official word on controls, 
some prices rise 


Prices Up. Late in July Emerson 
Radio & Phonograph Corp. an- 
nounced that the “interim” prices 
it had quoted on its television lines 
in late June were being raised three 
to 16 percent. A few days later 
Du Mont announced that its prices, 
announced in early July, would be 
raised approximately 10 percent 
effective September 1. In the first 
week of August both Zenith and 
Philco followed suit. 

Several smaller TV manufac- 
turers also raised their prices but 
many wholesalers were ignoring in- a number of the larger firms put 
flated orders from retailers and had off action, expressing hope that 
re-instituted some sort of alloca- rises would not be necessary. The 
tion program based on the retailer's aet-makers were, however, leaving 
previous volume. plenty of loop-holes in their state- 

In an effort to avoid stimulating ments. General Electric introduced 
‘scare buying” on the part of con- its new line in July with the warn- 
sumers, most manufacturers were ing that prices “might” have to be 
not formally announcing allocation raised before the end of the sum- 
programs. Westinghouse, for ex- mer. Emerson's Benjamin Abrams, 
ample, acknowledged that most of having already raised his prices, 
its appliances were on an allocation pointed out that “further increases 
basis, but was making no effort to may be made later.” 
publicize the fact (Continued at bottom of page 118) 


troduction of new lines in the radio- 
field 

The suddenly increased sales and 
shrinking inventories led dealers to 
begin placing heavy orders with 
distributors. By the end of July 


television 
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Emphasis Shifts from Price, Size 
To Availability at July TV Shows 


Motorola, Hallicrafters, Raytheon, 
G-E and Stewart-Warner introduce 
lines as talk of shortages grow 











troduced earlic n tl 
I t a, for example, ha a 17-inch 
. amg set for $199.95 and for t ame pri 
4 f mi «the . " ud 4 Oo 
Ha afte 
ere yw fa Most s ed tubes 1 
F and y it aller 14 cs a st t 
e emf reste] on the 16- and 
, 1 2 et There were additional 
g t ¢ ng were ule in the 19- and 20-inch sizes 
1 it pF ictiot trols and tt re hallenged Du Mont or 
" we t ’ th they res announced 
i price ma 24-1 ‘ 
i «¢ 
: et RAYTHEON 
ard Raytheon'’s 1951 television line was 
ntinued on page 116) 
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Fashion Award for Motorola 





PAUL GALVIN, president of Motorola, beams as vice-president Walter Steliner 


pins a Fashion Academy medal on his lapel. The firm received the award 
for cabinet designs on its radio and television lines. Looking on ore vice- 
presidents Eimer H. Wavering (left) and Robert W. Galvin. 
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We've been telling you about the 


ALL ABOUT 


MURRAY 


MATCHED STEEL KITCHENS 


eT ee ee a 
tien, silent action! Drawers 
that glide on silent, strong 
brass runners. Doors that are 
sound-insulated... have 
smooth, rounded corners. No 
protruding handles on well 
cabinets; doors swing back 
flat on small chromium-plated 


hinges. Wall cabinets with 
provision for fluorescent light- 
ing! Base cabinets have Viny! 
tops—wear-proof, stain-resist- 
ant, crack-proof. 

Cabinets coated with high- 
baked enamel; sinks are acid- 
and stain-resistant porcelain- 
enamel. 


ALL ABOUT 


MURRAY 


HIGH-SPEED ELECTRIC RANGES 


Welded construction, 7-heat 
surface units, giant ovens! 
Model EA-74 (shown) features 
Ce ee 
can be lifted ovt, allowing 
a a | 
vsed as fourth surface unit. 
Included are fluorescent range 
ey 
thermostat, with bake, broil, 


and top unit signal lomps. 
Smokeless broiler pan with 
grid, concealed oven vents, 
food-warming and storage 
drawers. 17" x 18" x 20” oven 
with clear-vue, non-steam 
window! Oven, Deep Well, and 


ALL ABOUT 


MURRAY 


STREAMLINED GAS RANGES 


Seamless burner bowls, “Wa- 
terfoll” tops, extra-large 
ovens! The Murray GA-44 
(shown) feotures giant broiler 
with smokeless pan and grid 
that slide ovt as door is 
opened, Full control back- 
gverd contains 20-watt fluo- 
rescent lamp, electric clock 


with interval timer (three min- 
utes to four hours!) Oven 18° 
x45" x 20°, is fully porcelain- 
enameled with rounded, eas- 
ity-cleaned corners and con- 
cealed drip tray. Burner con- 
trols allow using any type gas 
economically! Quality con- 
struction through and through! 
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great new na w RR Ay line... 
Now we're telling 


ALL AMERICA! 


ROPES pee er 


a | Collier's _ 
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aud Gardens Se 
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AT THE RIGHT YOU SEE THE FIRST of the dis- 
tinctive 4-color, full page Murray advertisements which 
will be read by millions of people from coast to coast. 


Running in some of the nation’s top-notch con- 
sumer publications ... this continuing a will 
sell the outstanding Murray Kitchens and Ranges to 
untold numbers of your potential customers. 

In the Saturday Evening Post alone, about 17,000,000 
people will read all about the wonderful features that 
make Murray kitchen appliances sell and sell for you/ 


MU RHA WY 


MATCHED STEEL KITCHENS, ELECTRIC RANGES, GAS RANGES 
are styled right, priced right! 








MURRAY...one of America’s leading manufacturers, 
with 12 years experience in the production of more 
than 1,500,000 Home Appliance Units...is proud 
to present these all-new, highest quality, smartly 
styled, Complete Matched Steel Kitchens! Ulera- 










modern cabinet sinks, wall and base cabinets, high- 
speed electric ranges and streamlined gas ranges... 
with all che beauty, strength and efficiency that fore- 
most designers, engineering skill and production 
“know-how” can produce... in one of the world's 


THE MURRAY CORPORATION OF AMERICA Home Appliance Division SCRANTON, PENNSYLVANIA 
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largest and most modern home appliance plants! 
New Murray manufacturing methods... perfected 
over the years... have resulted in a line of wonderful 
quality ... remarkable features ...and graceful styling 
... at prices within the reach of all! 
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CLEMENTS’ ©. A. Kirkpatrick demonstrates a Cadi! KNAPP-MONARCH ploys host to Southern Appli- EARLY MORNING activity ot the Silex booth finds od 
| 








yc cleaner for Rudy Kohn of Hub Vocuum Stores nces Seated are Tom McNeil and Cal Mitchell monager Jack Hamilton straightening a poster and 
New York At right is J. J. Dowr { Clements standing are K-M’'s Don Arlen and Homer Prater Gray Doeblin and Richard Shinnick planning their day 
W 
Weather Hot, Business Good at Housewares Show 
: ’ 
: 
‘ Korea ! t tw ee 1 at the t ted good busine us the show closed July 14 Externally the Atlantic City picture was much 
after a sweltering five-day run. Most manufac- the same as in previous years. Once again the 
i were reluctant t att ite much of the exhibitors filled both the main floor and the lower 
ng activity to the international situation, insist- level of the giant auditorium. Once again the 
nditions in early summer weather was hot on the beaches and nearly stifling 
esstul market regardless of the n the auditorium itself. Over 750 booths housed 
Korean ct lisplays by SOx inulacturers 








SWARTZBAUGH \ pre jent J [ wortzrboug? AD REPRINT heid by Morris Feinstein, president f A LULL IN activity finds Emanuel Sodk »§ Marlun 
Hers monufocturer’s representative E. Carpent Finders Mfg. C ccupies the attention of Benny Mfg. Co. showing Siles Fox. c i hiehe @ sare 


o view i the ew Everhor for i heat yr erg, Ralpt A. Feinstein and Herman Smith hook f the firm’s most recent advertisin 





SHOWING OFF ft te Sert Mitche CONTROLS on new blanket hold the attention of Jack 
e. f the y j [ ue ett ‘ rdon Marsh. Boston and R. R 


Lynch, merchandise manager for Westinghouse 





‘ } ¥ } M vin 7 < x rr t Arvir xordon 7 tter 
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CASCO’s Harry Davis looks om as manufocturer’s CHICAGO ELECTRIC’s E. J. Molloy shows a Handy SHIRT-SLEEVED Ed Foulkner of Sessions shows off a 
ative ck Marcus, right, shows a steam-dry hot heater to buyer J. J. Reynolds of Notional Bellas new clock display to F. M. Fleishman, Read Drug Co., 
” f C. Penney Hess, New York Baltimore and Ruth M. Goffin, of MH. S. Benedikt. 


esent 


TWO DISTRICT representatives are briefed on the ALL EYES center on Isidore Farber of S. W. Farber BALTIMORE VISITOR, Mrs. Max Lattin of Lattin 
perti Farad sunlamp line by John Kruetzkome Inc From left to right are Louis Zusselman of Farber Soles Co., stops by NESCO booth for dernonstration 
t E. J. Camos is at right and R. E. Ruddy and Victor Dowling of G. Fox & Co by George Doumo 


: 
} 
§ 
; 
: 
: 
: 
} 
: 
: 
; 
- 
¢ 


¥ 
TAKING AN ORDER for refrigerator defr s from SALES MANAGER Vic Ruther i, left, « solesma CAMPIELD’S R. HH Sutcliffe (left) and buyer W. | 


right f Stewart nt ville ack Miner show a Dominion dees st fry Ben McGunigal, Woodward & Lathrop, Washington, D. ¢ 
Paro haffer, president of Domir Electr Corr talk busine in a corner of the Camfield exhibit 


SHIRT-SLEEVED John Slattery and Justin K. Munger GOING OVER promotion plans for General Floorcroft PLACING A BALLOON over the stream of air from a 
both of Rival Mfg. C put on oa soles pitch on the cre R. H. Boyer, district manager, $. J. Rosenthal, Vornado fan is Austin Rising of O. A. Sutton. With 
Steam-O-Mat ron for Nelson Yager, Philadelphia sales manager, and Joseph M. Sassano, vice-president him is E. L. Strand, New Orleans district rnanager 
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HOME ECONOMISTS 
TEACH ELECTRIC 
MIXER USE 


When students in home eco- | 


nomics in some $000 U. 8. high | 
xhools return w their classes 
this month they will receive in 
struction in the use of the electric 
food mixer, with the Hamilton 
Beach as classroom equipment 

Hamilton Beach Food Mixers 


have been placed in these schools 





during the past few years under 


an educational plan which in- 


cludes lesson plans and study 
sheets for teachers and students 
Home economists in attendance 
at the national convention were 
enthusiastic about the lesson 
plans as well as the Hamilton 
Beach Food Mixer 

Your mixer is easy to teach 
with because it is eusy to use,” 
was the general comment, “The 





lesson plans make the teaching | 
job even easier, Your recipe ads | 
in our magazine “What's New In | 
Home Economics’ complete a 
well-rounded program 

Hamilton Beach officials place | 
a high value upon this classroom | 
type of demonstration The | 
home economic students of today 
will be housewives two and three 
years from now, Experience has 
shown us that when girls use 
the Hamilton Beach Food Mixer 
they become completely sold on 
it. When they are choosing one 


for their own home the vast ma- 
jority of them select Hamilton 
Beach 


influence on the selection of | 


Aod they have a strong 


those of their parents who are | 
buying a new mixer now.” | 
It was pointed out that while | 
the Food Mixers are made avail 
able to the schools at a special 
price, all applications are care- 
fully screened to make certain no 
mixers get into any but educa- 
tional use. A school order or a 
letter from the principal certify- 


ing as to educational use is re 





quired 

A large number of Department 
of Agriculture home demonstra 
tion agents are also demonstra 
ting the Hamilton Beach Food 
Mixer to farm housewives under 


a similar program 


FOUR-COLOR FOLDER 
TELLS GIFT STORY 


Here is a new, colorful gift 
folder on the Hamilton Beach 
Food Mixer recently offered to 
dealers. The natural-color photo 
araph on the cover shows a 
mother and daughter admiring 
the mixer. Inside pages tell the 


story of Hamilton Beach advan 
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94032 51 3 MESSAGES, A 


TOTAL OF 32 HARD-HITTING ADS IN 
THESE 11 BIG NATIONAL MAGAZINES > 





NEW POWER UNIT! 


For use with Meat Grinder and Slicer- 


Shredder. Gives “ saddle-to-saddle” ease of 
attachment. Sturdy, durable, stores in any 
drawer. And look at the sew low price! 


Millions of HAMILTON BEACH 
Mixers Have Been Sold Since 
1932. Every Owner Is a Prospect 
for These New Attachments! 


MEAT GRINDER. Grinds meat, chops vege- 
tables coarse or fine. Requires Power Unit 
—a tie-in sale! $7.50 RETAIL ($7.95 Denver 
and West.) 


SLICER-SHREDDER. Slices or shreds all kiads 
of vegetables and fruits. Must be used with 
Power Unit—another profitable tie-in! 


$6.95 RETAIL ($7.25 Denver and West.) 
PEA HULLER & BEAN SLICER. A real time- 


saver! Separates peas from pods, slices 
beans, potatoes, carrots. $4.75 RETAIL 
($4.90 Denver and West.) 


COFFEE GRINDER. For the fresh-ground coffee 
flavor that so many people enjoy—that so 
many will pay to get! $6.95 RETAIL ($7.25 
Denver and West.) 






Adverti 


EASIEST - TO - SELL 


HAMILTON BEACH 


GIVES YOU MOST PROFIT 
ON FOOD MIXER SALES! 


(Percentages based on List Prices, including tax.) 


*Same margin of profil on attachments 


ye 


5425 reted 


($4.35 Denver 
ond Wee) 





tages— Mixguide, Bowl! Control, 
One-Hand Opecation, Ever-turning 
Bowl, One-Hand Portability. Rea- 
sonable quantities of the new 
folder, as well as literature and 
newspaper mats on Mixette and 
Hamilton Beach Deep-Clean and 
Champion Vacuum Cleaners, may be 
secured by writing Hamilton Beach 
Advertising Department, Racing 


Wisconsin 


semen 
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MIXER “A” PAYS BEL PRP baa £elan! 
MIXER “BY” PAYS BRT Eb Ad Selapi 


MIXER "C’ PAYS 


MIXER DD” PAYS 36.16% PROFIT 


HAMILTON BEACH 
MODEL “G" PAYS 






36.13% PROFIT 


38.18% PROFIT" 


($35.90 Denver 
and West.) 


Includes twe Pyrex bowls 
and extro single beater 


NEW-TYPE HAIR DRYER 
ENTHUSIASTICALLY 
RECEIVED 

Prevues of the new No. 


Hamilton Beach “Quick-Dry” Hair 


Dryer by 


= 


panels of consumers 
brought enthusiastic response from 
the women members. 

Two new features won feminine 


approval. The “Adjust-a-Stand” 
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HOUSEWIFE CONTRASTS 
OLD AND MODERN 
VACUUM CLEANERS 


HAMILTON BEACH 


257.648 
copies 
per we 















559,609 





116,263 
copes copies 
per vo per mve per we 


ta 





“What a chore that must have 
been!" exclaims Mrs. George 
Stannard as she contrasts an an- 
cient hand-operated vacuum 
cleaner in the Hamilton Beach 
historical collection with the 
modern Hamilton Beach Deep. 
Clean. The old-timer dates back 
to about 1907, It required two 
operators, one tc man the pump, 
the other to work the nozzle. 
The modern Deep-Clean, of 
course, requires but a minimum 
of effort to do a complete job of 
house cleaning for today’s house- 
wife. 





AE BREE A En we PE tt 


$1470 





RETAIL 
ye MIXETTE WINS ADDED 
EDITORIAL APPROVAL _ 
Editors of women’s publica~ 
“4 tions who were quick in their 


approval of Mixette as the ideal 
type of small food mixer are now 
featuring it in their editorial col- 
umns. Good Housekeeping has 





é 


A rk RRL pCR BK 


HAMILTON BEACH || lixette 


New HAMILTON BEACH 
Zuieh-Dry ELECTRIC HAIR DRYER 





A PROVED BEST SELLER! Helps you cover 


another large segment of the mixer market 


chosen Mixette as equipment for 
a small kitchen soon to be por- 
trayed in its pages, Woman's 


—the $17.75 people. Hangs on the wall or 
fits in a drawer. It's the only 3-speed mixer 


1 aN ROI aoe 9% 


A GREAT NEW ITEM $] 775 Home Companion spotlighted 


for the huge home- 


permanent market—the choice of profes- RETAIL offeriog one-hand operation. Most important, the appliance in a four-color 
sionals! All-metal—no plastic. New Adjust- ($18.25 Dever it beats everything any other mixer will— photo featuring equipment that 
a-Stand. New heat control at top of dryer. and West.) 


regardless of size! In price, in performance, 
in smart packaging ... it's a gift-item 
natural 


HAMILTON BEAC 


comment. Merchandisers who saw 
the unit remarked upon the attrac- 
tiveness and selling power of the 
display package. 

“At $14.90 it’s the outstanding 
hair dryer on the market,” said one 
buyer. “It not only has all these 
new features but we feel sure of the 
dependable trouble-free service that 
Hamilton Beach appliances have al- 
ways delivered.” 


could be moved easily from one 
home to another. House Beauti- 
ful, Better Homes and Gardens, 
Woman's Day, Today’s Woman, 
Family Circle and other women's 
books have been giving Mixette 
a good play in recent issues. 


includes gift box, brecket, 


Light, easy to handle, yet durable. Two 
and screws for wall mounting 


switches—"On-Off” and “Hot-Cold.” AC- 
DC. Handsome light ivory enamel. Gift 
package doubles as attractive counter display. 





DEALER HELPS and DEPARTMENT STORE TIE-INS! 


Retail promotion helps are available for the asking. Your choice 
of newspaper mats, statement enclosures, and display material. Ask 
your distributor's salesman or write: Advertising Dept., Hamilton ESO 
Beach Co., Div. of Scovill Mfg. Co., Racine, Wis. MINN TA 

—— — HARDWARE MAN 


FOOD MIXER BOOSTER 


G. G. Grunter, Northfield, 
Minn., is an enthusiastic booster 
for Hamilton Beach Food Mixer. 
He recencly sent the factory a 
Hamilton Beach Food Mixer 
which he had used in his home 
“for more than 20 years with no 
expense and entire satisfaction. 
Having replaced this with your 
newer model, we are sending it 
in for a complete refinishing job.” 








i 

— } 

which permits easy tilting of the | 
dryer to any angle was tops among 
the most-appreciated features. Close 


behind was “Heat-Control” which, 


through a valve adjustment on top 
of the dryer, permits adjustment of 
heat intensity in addition to the con- 
ventional Hot-Cold switches. The 
compact lightness of the unit and 
the ease of removing from the stand 
for hand-use also won favorable 











Advertisen rent 
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ASSOCIATION PRESIDENT HP Nelligan of Easy ‘center PLANS for publication and distribu JOSEPH GROSHANS of Speed Queen and chairman of the Asso 


tens to R. J. Sargent of Westinghouse as W. H. Reeve. al tron of a home loundry manual ore ciation’s ironer committee goes over his notes before taking the 
d 4 7 
{ Easy. tox y In + report to the business meeting Ne «plained to members by A. C Scott 


rostrum to tell mernber f a proposed plan to produce five 
f restrictior that might me 


¢ 
kw be published television films on ironing Dave Hays, engineering consultant 


for AHLMA, looks on 


Home Laundry Manufacturers Meet 


Atlantic City plays host to the American Home Laundry Mfrs. Assn.’s annual meeting 





CHECKING OVER program for fi xy's business AFTER THE BUSINESS MEETING G-E's Walt O’Con 
meeting e A ‘ar Th v Peterson of nell button-holes Howell Evans of Hamilton Mfg. C 


rridor * Haddon Hall nmvention + 1dquarters 


PLEASED OVER whot ! the table, G-E's CORRIDOR CONFERENCE occupies R. G. Halvorsen 


Charles Brewer sits te ’ . mventions ff ? ett | 


SWAPPING STORIES after registration ore W. R 
milton, and R. C. Upton of Whirlpool as the Dabney, left. of lronrite and F W McGrath of Ap 


luncheon with Porol nere 3 f t proceedings draw to oa close pliance Mfg. C 
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For fast sales ACTION... 


When you want positive, quick action, consult a specialist. 


Hamilton is the specialist in automatic clothes dryers. 


When you sign the Hamilton Franchise you get the leader 
in the clothes dryer field... you get the original and only 
complete line of automatic clothes dryers! AND—you 
needn't take on “‘tag-along” appliances to get this best 
seller. Ask your Distributor today about the franchise 


that gives you the specialist in automatic clothes dryers! 


The Original 
PVirielilelite 





THE INDUSTRY'S GREATEST AD PROGRAM... 
praws fYamilton PROSPECTS TO YOUR STORE! 
Hamilton is the specialist in automatic clothes dryer advertising, too! 
Its “Badge of A Drudge” campaign appearing in the nation’s leading 
magazines is creating a sensation, 63,000,000 sales messages pre-sell 


your prospects. Tying in with these great ads is a complete supply 
of selling helps, sales training, and sales promotion materials 


Hamilton ...MAKER OF AMERICA’S 
GREATEST NEW HOME APPLIANCE... 
GIVES YOu: 


| The Greatest Name in the avtomatic clothes dryer business! 


2 The Only Complete Line of avtomatic clothes dryers—four different 
Hamilton models! 


3 Best Quality of construction and performance! 

& More Years of experience and craftsmanship! 

5 Most Service-Free Appliance you can sell! 

6 Hardest Selling Promotions, such as the “Badge of A Drudge" campaign! 


In Canada the Hamilton Dryer is known as Coffield-Hamilton Automatic 
Clothes Dryer, and is distributed by Coffield Washer Co., Hamilton, Ontario. 


a — ‘tchise 
Peciaf . 
0. wire oy Fenefits / 


see Few Mom, phone 8 for 


0% Dinty, sad Or 


Ad 


a r 
& 


TRADE MARK REG U i 


Clothes Dryer Automatic CLOTHES DRYER 
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GAS and ELECTRIC MODELS 








Rack up a top profit score 
with these sensational 


Arvin Sixteens! 


ARVIN MODEL 2160 CM. This is the kind of Arvin TV value 
that knocks them off their feet! Superbly styled console 
of imported mahogany finish, with 16-inch rectangular black 
tube, easy-as-radio tuning, highest immunity from inter 
ference! Power aplenty for fine fringe area performance 
Straight AC operation; phono-jack and built-in antenna 
Shimmering lucite knobs and finish-o-gold trim Also in 
Limed Oak finish, $259.95 


Arvin 1 V 


VISIBLE VALUE 


You can see the difference! 

| peso coast to coast dealers are saying ‘The 

new Arvin Television line is telerific!’” What 
your customers want—Arvin’s got: First: 
steady, sunlight-sharp pictures for easy day- 
light viewing. Plus easy, simplified, accurate 
tuning; dependable interference controls; finest 
FM tone; and fine-furniture cabinet quality. 
Arvin TV has all these — and everything else fine 
really fine TV should have—at better-than- 
competitive prices! And better-than-average 
profits! Nationally advertised to millions 
Do you have your Arvin distributor’s name? 
ARVIN INDUSTRIES, Inc., COLUMBUS, INDIANA 


| 95 ; , (Formerly Noblitt-Sporks Industries, Inc.) 


Lowest Priced TV Set with Big Set Features! 


ARVINMODEL2161TM Plenty 


king f 


pt = ARVIN MODEL 4080 T Unbeatable value for the 
Matching table at family in a small apartment, a trailer, or in need of a 

: second set. Eamly portable—weighs only 40 Ibs 
&'4" No-Glare black tube. AC operation. Easy tun 
ing. Indoor antenna. Plug it in anywhere. Truly the 


OTHER MODELS TO $349.95 ’ small set with big set features! And look at that price! 


Preces subyect f honge withoul notice 
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Here are your 


Arvin TV 


Distributors 








AR TELEV NIN 
. a t 6 hiya, NY 
ARVIN rig . 
N. Wack ve hecag i] 
B&B EL ® MPANY 
6 a0way at 
BATE eA 4 F y 
8S. McBee eenville 


Paw ™ 


BROADWELL & MPANY 
5 Locust St t Lows, M 


FRANK M. BROWN 


6 Free St.—P 


land. Me 
BURHANS & BLACK INt 
133-153 Richmond Ave. Syracuse, N.Y 
CAPITOL LIGHT & SUPPLY ¢ 
6-8 Huntley Place Hartford Conr 
CERULLO ELECTRIC SUPPLY ¢ inc 
39 Vine St.-Hazleton, Pa 
COASTAL EQUIPMENT 
2015-1 ngress Ave Houston Tex 


8. T. CRUMP MPANY. INC 
14 E. Frankl St Richmond. Va 


DAYBERT DISTRIBUTING ¢ 


87 £. jeffer t.— Detroit. Mich 
ECONOMY AUT TORE In 
Bankhead Ave. NW Atlanta Ga 
THE EVERITT RPORATION 
ecurity Warehouse jacksonville Fila 
FITZPATRICK ELECTR IPPLY ¢ 


444 Irwin Ave. Muskegon, Mich 


FURSTE Al UPPLY, INC 
1622 Broadway Mattoon, It 


GENERAL APPLIANCE ( 
1201 E. Houston St san Antonio, Tex 


GOUGH INDUSTRIES. IN 


5 Fifth Ave san Diego. Cal 
fh HATCHER COMPANY 
598 Third St.--Macon, Ga 


HAYES & HOPSON 
yce St. Asheville N 


HOME PRODUCTS SALE 
N. Broad St. Philadelphia, Pa 


HONOLD & LA PAGE, IN 
th & Kentucky Ave henoygan W 


H HWYLIE MPANY 


40) Boulevard hariotte. N. ( 


WH KIEFABER 


40 Keowee St. Dayt h 
Leet R68 NG COMPANY 
3 eneca St. Buffalo, N.Y 


RVING LEON COMPANY 
1436 W. 25th St—Cleveland 


LINCOLN SALE RPORATION 
t. Paw! St. Baltimore, Md 


LINDSEY NICHOLSON CORP 


101-1 King St Alexandra Va 
LINK MOTOR PPLY ( 
ais ve ringheld Mc 
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MALCO WHOLESALERS. INC 
472 “L" St. N. W.- Washington, [ 
MARSHALL WELLS COMPANY 
1258 First St peattic, Wash 
THE McCLEERY-CARPENTERELECTRI 
301 N. Therd St Cotumbu 
McDONALD ELECTR { Ni 
367 NW. Sith St. Miami File 
METR MSTRIBUTORS, Int 
884 Commonwealth Ave. Boston Ma 
MOORE-HANDLEY HARDWARE ( tNC 
2? S. Twentieth St Birmingham, Ala 
Craighead 4. 4 N Railroad 
Nashville. Tene 
NATIONAL PAPER COMPANY 
365 North St.--Rochester, N.Y 


NEW ENGLAND SERVICE CENTER ING 

21 Market St. - Springfield, Mass 
H.C. NOLL COMPANY 

2226 Harney St.--Omaha, Neb 
OAKMAN ELECTRIC SUPPLY INC 

12 Wales St. Rutland, Vt 
PACIFIC WHOLESALE COMPANY 

116 Ninth St. San Francisco, Cal 
PROVIDENCE ELECTRIC COMPANY 

110-114 Empire St.— Providence, 8 1 
RADIO DISTRIBUTING ¢ 

1013 N. Capitol Ave. indianapolis, ind 
RADIO DISTRIBUTING CI 

Monroe & Carroll St. South Bend, ind 





RADIO PRODUCTS SALES INC 

1501 S, Mill St.-—-t Angeles, Cal 
RADIO TRADE SUPPLY C 

1224 Grand Ave. Des Moines. ta 
G. W. RYAN DISTRIBUTING CO. ING 
1808 Grand Ave. Kansas City, M 
CHARLES F. SCHWARTZ ( 

397 Minnesota Ave. Buffalo NY 
THE SHIELD COMPANY. INC 

1118 Jackson St.- Datlas, Tex 

1008 Macon St... Fort Worth, Tex 

THERN FURNITURE SALES 

418 Gay St Kooaville Tener 

TRATTON & TERSTEGGE 

(Appliance Diviston) 

1533 Bank St. -Lowrsville. Ky 
WE. TITUS WHOLESALE C 

16 W California St kiahoma City Okla 
THE TOLEDO MERCHANDISE CO 
31-35 wperior St Toledo, 0 
TRI-CITY RADI UPPLY CL 

1919 Fourth Ave. - Rock island. tit 
UNITED DISTRIBUTORS, INC 

510 Poydra t New Orleans, La 
VANDERY RT HARDWARE Ci 

126-128 E. Michigan Ave. Lansing. Mich 
WEST VIRGINIA ELECTRIC SUPPLY CO 
818-2820 Third Ave -Huntington, W.Va 
WHITES AUT STORES 

1509 Lamar St. - Wichita Fatis. Tex 
WOODSON & BOZEMAN. INC 

482 Union Ave -Memphis. Tena 
JOSEPH WOODWELL COMPANY 

201 Wood St.--Pittsburgh. Pa 














130 distributors and 
their salesmen in Chicago in mid-July 
The line consists of 21 console, table 
and combination models. Retail prices 
ranged from $189.95 for a leatherette 
table model with a 12-inch screen to 
$625 for a 20-inch combination 
William L. Dunn, vice-president ir 
charge of sales, said that increased 
production facilities will enable Ray 
theon to produce more TV receivers 


unveiled for over 





this fall than during the entire year 
last year. 


STEWART-WARN 


Stewart-Warner made a play for 





jewelry, drug and hardware retail out 
lets during its distributors’ conve 
tion in July by announcing two pack 
aged deals of table and portable radios 
aimed specifically at establishing dis 
tribution in these outlets 

The 250 distributors and their sales 
people who attended the convention 
also saw ten new television models 
Smallest was a 14-inch table model to 
retail for $189.95. Seven radio models 
were also displayed 

One of the radio packages contains 
nine AM sets, two portables and one 
AM-I'M model. As a bonus the re 
tailer receives a $29.95 set at no extra 
ost rhe second deal of six sets at 
regular discount offers an extra set at 
50 percent reduction from the dealer's 
regular cost. The two deals are fall 


specials 


MOTOROLA 

Twenty-five years ago Paul Galvin 
began turning out auto radios in a 
small shop on Chicago's Harrison St 
Last month Galvin, whose shop has 
grown into Motorola, Inc., one of the 
big boys of the radio-television indus 
try, saw tangible evidence of how far 
his firm had come 

In late July 675 distributors and 
their salesmen gathered in Chicago to 
see the introduction of Motorola's 1951 
line. It was the biggest convention in 
the firm's history 

On the first of August, Galvin played 
host to the press at New York's Wal 
dorf Astoria and received the Fash 
ion Academy's medal for cabinct 
styling 

In Chicago distributors were told 
that an increased discount would be 
offered on certain models. Although 


in the firm's television sets. 
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Emphasis Shifts at July TV Shows 
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the size of the new discount was not 
announced, convention guessers placed 
it at 4 percent 
Sharing the limelight was a line of 
29 television sets with prices ranging 
from $169.96 for a 14-inch set to $600 
for a 20-inch limed oak four-way com 
bination. In between were two other 
14-inch sets, 19 models with 17-inch 
tubes, five with 19-inch screens and 
one more with a 20-inch picture 
Vice-president Elmer H. Wavering 
told the distributors of manufactur 
ing steps which the firm had taken 
to cut the need for service. They 
include a shaker test, humidity trial, 
tests with 130-volt current, battleship 
tube mountings and tuner shielding 
Wavering pointed out that 112 
soldered connections have been elimi 
nated from the new sets and called 
attention to an ion trap that can be 
adjusted without tearing into the set 
Extensive use of miniature tubes 
had enabled Motorola to reduce cabi 
net sizes on its Il-model radio line 


GENERAL ELECTRIC 


A big set and big production aims 
shared the spotligl. in mid-July as 
General Electric introduced its new 
television line 

The big set was G-E’s new 24-inch 
console which produces a _ picture 
almost as large as a standard news 
paper page. The unit will not go into 
production itil fall; no price has yet 
been set on it 

David Davis, G-E television receiver 
sales manager, predicted that the com- 
pany'’s TV output in 1950 will more 
than double 1949 figures. He pointed 
out that G-E’s TV sales during the 
first six months of the year were 73 
percent abeail of the same period last 
year and that estimated second half 
sales should exceed the first half by 
50 percent 

The new line has 13 models, begin- 
ning with a 14-inch mahogany veneer 
table model at $199.95. Top unit is a 
16-inch blond console combination at 
$469.95. Davis pointed out that G-E 
is placing great emphasis on the ex- 
terior designs of the sets 


HALLICRAFTERS 
Emphasis on “long distance” recep- 
tion keynoted the introduction of new 
(Continued on page 118) 


HALLICRAFTERS president W. J. Halligan, Rollie Sherwood and sales manager 
Paul Eckstein pose with one of the new printed circuit tuners now being used 
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Here is the lowest-priced Nationally advertised 
electric blanket on 


We TOP VALUE! Produced by the largest 


manufacturer of wired blankets in the country! 


We HIGH STYLING! Superlative workman 
ship and materials. In Rose, Blue, Cedar, 
Geranium Red, Light Green and Hunter Green 


We FINE TEXTURE! Deep nap. 25% virgin 
wool, 25% long-fibre cotton, 50% rayon 
Lustrous 6-inch rayon satin binding. 


WK ASSURED SAFETY! UL approved. High- 
est safety factor. Cannot overheat. New midget 


thermostats increase safety, reduce weight 


WK UTTERLY DEPENDABLE! Positive ther- 


mostatic control at any of 9 settings. Automat 


ically maintains degree of warmth selected 


* LONG-LASTING! LECTRICOVER 
Thermostatically-Controlled Electric Blankets 
are washable, mothproof, completely flexible. 


* UNCONDITIONALLY GUARANTEED! For 
one year against electrical defects and moth 
damage—with free repair, adjustment or re- 
placement within that period 


We ADVERTISING! Hard hitting newspaper 
ads, radio spots, television to build LECTRI- 
COVER into a fast-moving, high-profit key 
item for yow—al!l year ‘round! 


WK SALES PROMOTION! Point-of-sale Dis- 
play rack; cooperative advertising; mailing 
pieces; envelope stuffers—everything possible 
to make sales for you! 


DISTRIBUTED EXCLUSIVELY THROUGH ELECTRICAL HOUSEWARES DISTRIBUTORS 





e 


x~wenrnaee wk 


INCLUDING 
EXCISE TAX 


* DOUBLE-BED SIZE (72"x 84") 


* HITCH YOUR SALES WAGON TO THIS SELLING STAR 
oe 


+e eee -ete te + + © 


Check your Appliance Distributor today for the Best Deal 
in the country on Electric Blankets! 


LECTRICOVERS, INC. 


330 Fifth Avenue, 
New York 1, N. Y. 
Wisconsin 7-4100 


LECTRICOVER—The Guaranteed Electric Blanket 
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Bronxville and 


When it comes to reading magazines, the people in Balti- 


more, Bronxville—in fact the people in every community in 
have a lot in common! Most of them read LIFE! No 


other magazine creates such local excitement 


America 
no other weekly 
magazine has such a large local coverage 

No wonder LIFE’s weekly 


ing history! No wonder more and more retailers every day 


audience is the largest in publish 
every where—are putting LIFE to work right in their stores! 
IN BRONXVILLE 


7 hirty vears ago, Harry Hoblin open d one 


a lot of LIFE 


of the first hardware and appliance stores in Bronxville, N. Y. 
As this suburban community grew, so did Hoblin’s. Highly 
skilled in the art of creating good will and confidence among his 
customers, Harry Hoblin welcomed a store-wide LIFE promo- 
tion this year. 

Naturally, store traffic increased more people stopped to 
look into the attractive windows . .. and as Bud Hoblin, Harry’s 
son, put it in his letter to LIFE after the promotion: “We feel 


it has been a great prestige builder!” 


In your town, make use of LIFE’s local coverage — 
y 


MAJOR APPLIANCES 
11 GE Automatic Washer ‘ 


de bi Cow Mt Sept. 18 


SMALLER APPLIANCES 


AND HOUSEWARES 
Sept. 4 Du Poot Pawt B 


PAGE 20 


Sept 


West Bend Aluminum Coffee page. color 
Maker—' page, color Playtex Pillow age 
G-E Toaster—-Yy page Pequot 
Siles I ige Thayer Vet ive 
HOME FURNISHINGS Ostermoor Mattress—112 lines 
Sept. 4 Nachman Springs 2? pag Phil Mar Lamps—4? lines 
Welsh Juvenile | ture 4 Sept. 25 Fires ' 
Perm-A-Lator Wire Ins A The 


SH 


Sheets—14 page 


_ 


tone Foamex—spread, color 
Rubber-loe Rug Cushion— 
pure color 


Cannon Towels 


H ter Douglas Venetian Blink 


>» bed $s Hide-A-Bed 
cal | Ww page, color 
Thayer Fur ire Ve | ige 
RADIOS, TELEVISION, 
RECORDS & INSTRUMENTS 
Sept. 4 Zenith TV and Reflection Proof 


Screens ige 
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Baltimore have 


in common! 


IN BALTIMORE — You'd find it awfully tough to park your car 
on North Charles Street in Baltimore . . 


to want any one of the numerous items stocked by Charlie’s 


. unless vou happened 


You see, Charlie’s is a “drive-in” appliance store. Just drive 


your car up to the store—a salesman pushes a button. In you 
go. And after buying something or just looking around, out vou 
go on the other side 

Smart, customer-catching ideas like this have made Charlie's 


a successful store Alex Kloze, the owner, belies es int never letting 








a good thing go, so it was natural that his first LIFE promo- 
tion should be followed by others. After his second, Alex wrote: 


“My LIFE displays this time were even more successful than 
last time. People came into the store saying, ‘What's going 
on between you and LIFE?’ | explained | felt LIFE was a sym- 
bol of nationally famous brands and I was tying the products 
to LIFE’s local coverage . . . | know how much interest a LIFE 
promotion can create and how LIFE’s readers look for those 


brands!” 


tie in with these products soon to be advertised. 


Spartan Radio & TV—ly page 
JEWELRY, CLOCKS AND 
WATCHES 
11 Telechron Clocks—'4 page 
Keepsake Diamond Rings 

4 page 


Movado Watch—'%4 page 


Sept 


Westclox— page 
G-E Clocks 


Girard-Perregaux Watches 


4 page 

Lester Piano 

Syivania TV 

G-E Electron 

Du Mont TY 

Belmont T\ 

Capehart-Farnsworth TV 

RCA Home Instrument 

Motorola Clock-Radio 

> color Rines 

Sept. 25 Motorola TV page, cc O-B Rines 
( t Recs is 4 rare Westclox 


Vy page 
Marvella Pearls 
Sesuons 
Krementz Jewelry 


25 De Beers Diamonds 


Wy page 
Clocks—'A4 pa 


page, 


Te) age Wy page 
4 page 
V4 page 
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color 
Telechron Clocks—!4 page, color 


Art-Carved Diamond & Wedding 


SILVERWARE Sept. 25 Graflex Camera—4 page 


Sept. 4 Community Silverplate 


color 


STATIONERY REQUISITES 


Sept. 25 Smith-Corona Portable Typewriter 
page, color 


page 
Sept. 11 1847 Rogers Bros. Silverplate— 
page, color 
Holmes & Edwards Silverplate 
4 page, color 
Reed & Barton Sterling Silverware 
4 page, color ; 
Sept. 18 1881 Rogers Silverplate—'\4 page 
Sept. 25 Holmes & Edwards Silverplate 
page, color 
Reed & Barton Sterling Silverware 
page, color ‘ 


ADVERTISED IN 


CAMERA SUPPLIES AND 
OPTICAL GOODS 


Sept. 18 Polaroid Land Camera—190 lines 9 Rockefeller Plaza, New York 20, N. Y. 
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FEATURES 


Tene Quality: The EXOTAPE Pia-mate has tone 
queolity equal to the finest AM radio 
Portability: Complete with microphone, cords 
and extro reels of tape, its light weight and small 
size make it easy to handle 
Economy of Operation: The 3%” per second 
tape speed and “twin-track” recording give 
two-hour playing time with a seven-inch ree! of 
tape, one hour with a five-inch reel 
Engineering Excellence: The Ekotope Plo-mate 
is designed and monwfactured to the same high 
standards of quality that hove mode lorger 
Ekotape models first choice of professional users. 
Simplicity of Operation: One central control 
selects tape speed and direction fast forward 
standard forward for recording and picy 
bock, or fast rewind. A seporate record-play- 
bock contro! eliminates any possibility of acci- 
dentally erasing a recording 
Appearance: it's a beauty. The two-tone, acous- 
tically correct cabinet is as smart os a piece of 
fine luggage. The harmonizing contro! panel with 
eccents in satin finish aluminum mokes the Eko- 
tope Plo-mate as fine in appecrance as in 
performance 
Equipment: The Ekotope Pla-mate is furnished 
completely equipped with o microphone ond 
cord; cord for connecting the recorder to external 
specker, racio tuner or record ployer, and one 
five-inch ree! of tape. 


Show business firms how they can make profitable 
use of the EKOTAPE Pla-mate— for sales or pro 
duction training — for conferences — for branch ofhee 
reports —for transmitting instructions to field forces 
—for recording marketing research interviews, 


“” 


SaM it fo 
Churches 


4 
| ‘ 
x 


Churches will buy FROTAPE Pla-mate if you will 
point out the many advantages of ownership — record- 


ing sermons and chow music for playback to shut-in 
recording memorable church occanions, dedica- 
tions, Christmas and Laster services and weddings. 


WITH THE NEW 
MODERATE-PRICED 


WEBSTER ELECTRIC 


[’kotape 
He-medl 


TAPE RECORDER 


You can get plenty of profitable business 
with the smart new EKOTAPE Pla-mate. 
The market for it is broad—and growing 
constantly. It has the quality the 
market wants, at a price the market 

will pay. Show it—talk it— 


demonstrate it and you'll sell it! 


Sel it fo 
Schools 


The FKOTAPE Pla-mate is a modern aid for teach- 
ing speech and music-for speech correction—for 
teaching languages—for recording broadcast pro- 
grams—for classroom review. Women teachers like 
the Pla-mate because it's lightweight and portable. 


Sell it to 
Homes ( : 


The whole family will enjoy an EKOTAPE Pla-mate 
for recording parties favorite radio programs— the 
first words of little folke — children’s musical develop- 
ment — sound tracks for home movies. Entertainment 
possibilities of the EKOTA PE Pla-mate are unlimited. 


| 


WEBSTER We ELECTRIC 


Webster Electric Company, Racine, Wisconsin, Established 1909 
“Where Quality is a Responsibility and Fair Dealing an Obligation” 
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Crosley engineers dare to be different! 
Not content with old ideas and conven- 
tional designs, they have set a new pace 
that puts Crosley products years ahead 
» of competition with dramatic new sell- 





“ ing features that mean extra sales. With 


Gresley, you offer your customers excit- 
G@w features long before they be- 


ilable on other makes. 

















New Corner Model Water Heater 


CROSLEY SETS THE PACE in water heat- 
ers with a wide range of 42 sizes 
and models—including the new 
Corner Model and the popular Model SCF-8 
Round and Table-top Models. In- 
stall anywhere. Handsome Custom cassie SETS THE PACE in home freezers 
and De Luxe Models supply hot with Guifty tastGocsing at 90 dogrese 
eer ” sing fest aiid pPly below zero —a marvelous new automat- 
were ’ ic ice cream freezer that has a motor- 
driven paddle — and the exclusive new 
sueivapor design that almost doubles 
“top-level” storage space. 
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New Clock Radios—Series 11-120 











CROSLEY SETS THE PACE in complete kitchens with beautifully styled cabinets, sinks, refrigerator 
and range pantries, and many other handy accessories. 


1. Wall Cabinets 5. Kitchen Radios 9. Kitchen Freezers 


2. Range Pantries 6. Base Cabinets 10. Shelvador® Refrigerators 
3. Refrigerator Pantries 7. Electric Ranges 11. Table-top Water Heaters 
4. Utility Cabinets 8. Sinks and Garbage Disposers 


Yes, the pace-setting ideas for ‘51 are truly coming from Crosley —ideas developed through 


extensive research, testing, and actual use in the home. Build your business today with Crosley 
and you'll build for a better and more profitable tomorrow. 
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Model 11-443 MU 


CROSLEY SETS THE PACE with TV you 
really demonstrate and sell, It's 
Theatre Television with Full Room 
Your customers will see how Crosley’s Fa 
ily Theatre screen gives them clearer, 
er, big cites Ses oe Se 


has been 


sae 


—— | Model CAC-11 
CROSLEY SETS THE PACE in refrigera- 
tors with the 1951 Shelvador®. You'll 
be selling brand-new features—- 
“Care-Free” Automatic Defrosting 

“Soft-Glo” Interior Styling . . . 
and of course, the extra advantage 
of twice as much “front-row” space. 
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News Briefs 


f Nes ‘ Motorola Prediction. Motor 
roasters d applances s prepared for the largest 
YOU CAN BE SURE OF UNIFORM Se tee ake nie en ee 
19530 preside nt 
nid-Tulvy 


" @ Deepireeze Addition \ 236,000 cach pal ae 
juare foot refrigerator plant being 
‘ . It for the Deepfreeze division of TV Data. Five TV manu 
. . or Products Corp. is scheduled have approximately 60 per 
a t ipletion by December 1 the arket in New York 
idelphia and Boston ; 
A" I 


released rec 


Bendix Show. Bendix Home Appli el ses h and Staff 


ances ¥ ons (hance ot ' if - cover mcg he 

\ : = = t th th iit that the leading 

| , ” : station ABC 10 represet 42 percent of t 

IN BRIGGS & STRATTON ENGINES ee fall 1 wus I five leaders include 

\ : Phileo, Du Mont 

One Year Warranty. Stromberg mM erson. According to the 

Carlson has announced a one-year leaders are getting 
varrar yn all parts and tubes, in share of the marl 

o 
Apartment Sale. Tenants in a new 
apartment project in New York 
| 


select their refrigerator 


« picture t mn its tele 
receivers. The firm said it is 
ted that dealers will pass along 
onsumers the warranty charge 
many is making through its 


id size to conform to family 


ibutors: the excise tax will also , 

tained in this cl a departure from rental prz 
t the city H tpoint appar 

* have been selected for the 20 st 


Phonevision. The FCC h: apartment building to be know: 
Oct er | ‘ tarti or the Manhattan House 


w ' con rcial t rt 
. ' ne ' Re Blender Reduction. I: 


Hotpoint Record 
t Hotp 


: 
| 
: 
. 
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The most modern machines and tools 


for volume production with watch-like 
precision (many of them developed by 
Briggs & Stratton engineers), plus con- cena 
stant check and rigid inspection, are 
used to maintain uniform quality to meet 
the high exacting standards established 
by Briggs & Stratton — the result of the 


engineering and manufacturing experi- 





ence gained in more than 32 years of 
continuous production, and the building 
of more than 4°, million single-cylinder, 


L-cycle, air-cooled gasoline engines. 


BRIGGS & STRATTON CORPORATION 
Milwaukee 1, Wisconsin, U.S. A. 








tn the automotive field Briggs & Stratton is the recognized leader 
and world s \argest producer of locks, keys and related equipment 


_ 





ALIAS HOPALONG CASSIDY, Pou! Tonner evision and radio merchan 
manager for Arvin shows off one of the compony Hopalong™ radios t 
Charles Sexton ‘ Angeles at Arvir umme nvention in Highland 


Park were represented 
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Copyright 


ELECTRICAL 


950, Allen B. Ow Mont Loborot 


Its no accident-:: 


It is no accident that the name Du Mont has 
become a symbol for the finest in television. 
As the pioneer in the development of the 
picture tube that made commercial televi- 
sion practicable, Du Mont is, today, the 
world’s largest manufacturer of cathode 
ray tubes. It is a tribute to Du Mont that 
many sets, other than Du Mont, are 
equipped with Du Mont picture tubes and 
that they also include other parts made by 


Du Mont or under Du Mont patents. 


Du Mont is also the world’s foremost man- 
ufacturer of fine precision instruments em- 
ploying the cathode ray tube for scientific 


purposes. Du Mont was instrumental in the 








development of radar; installed and oper- 
ates the country’s first television network; 
has placed its transmitting equipment in 
many of the country's leading telecasting 


stations. 


In the meantime, Du Mont research engi- 
neers are experimenting in new develop- 
ments that will mean more ‘‘firsts’’ for the 


future. 


Alert television dealers are profiting from 
Du Mont’s wealth of experience. They will 
continue to profit because of Du Mont's 
determination always to be first with the 


finest in television. 








Pinsk with the fyimest iw elewidion. 


ores, Inc . 
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Television Recewer Division, Eost Paterson, N. J. ond the Ou Mont Television Network . 
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Automatic 


DISHWASHER-SINK 


Combination 


























“™ Hotpoint Automatic Electric Dishwasher 
and Sink Combination. 


As a soles leader for September, Hotpoint, the 
world's largest exclusive electric appliance monu- 
facturer, brings you its greatest engineering triumph. 
Here's the famous Hotpoint Automatic Dishwasher 
and Sink Combination with Disposall® garbage 
disposer. 


The Hotpoint Automatic Dishwasher offers 
your customers the advantages of both front open- 
ing ond electric-heat drying. Front opening fo 
give greater ease in loading—-to provide a whole 
sink-top of extra work surface—to allow for con- 
venient installation under counter-top surfaces—to 
permit the use of an overhead down-rinsing spray. 
Calrod® Electric-Heat drying, with its forced 
hot air circulation, to assure faster drying with clean, 
hot air. Available as a separate unit or in combina- 
tion with Hotpoint Sink. Sink has built-in soap 
dishes and the amazing new WONDERFLO faucet. 


Disposall garbage disposer (which con also 
be installed separately in any standard sink) banishes 
gorbage ond garbage cans forever. Does not over- 
































“i load or clog sewer systems. 


Veh le 


for YEAR ‘ROUND Profits! 


RANGES © REFRIGERATORS © DISHWASHERS  DISPOSALLS® © WATER HEATERS © FOOD FREEZERS © AUTOMATIC WASHERS 
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Hotpoint’s Year ‘Round Sales Program 
Builds Steady Turnover 
12 Months a Year 


The amazing success story of Hotpoint's dynamic 
year ‘round sales program is being demonstrated . . . 
every month of the year...in thousands of better 
electric appliance stores across the nation. 


e A complete line of electric kitchen and home 
laundry appliances under one banner—a line out 
front in product styling, designing and performance. 


e A fully developed year ‘round retail merchandis- 
ing program, assuring a well balanced flow of 
profitable sales... every month of the year. 


Profit-wise merchandisers who demand steady, 
profitable turnover... twelve months a year... are 
switching to Hotpoint because Hotpoint's Full-Line 


Franchise provides all these important scles-making Study these advantages . .. available in Hotpoint's 


advantages— 


e A top name in home appliances—a name com- 
mensurate with the dealer's own in prestige and 


Full-Line Franchise. If you're missing sales that should 
be yours, talk to your Hotpoint distributor and let 


him show you what the Hotpoint Full-Line Franchise 
can do for you. 


public preference. 


* No more “lIetdowns” following hot selling seasons 
* No more “doldrums” that eat away profits 
* No more “valleys” that reduce profit peaks 


.-- Dut a full line of products that insures a full year of profits 


Cppoiil/ 





(A General Electric Affiliate) 


© CLOTHES DRYERS © ROTARY IRONERS © CABINETS 5600 Wes! Taylor St., Chicago 44, Illinois 
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MODEL B-20 REVERSE ACTING TYPE 


Particularly suitable for warn- 


MODEL B-10 DIRECT ACTING TYPE 


ing lights or signals on over- 
Particularly suitable for steri 


temperature for applications 
lizers, steam tables. warming 


to fire signals, signal overheat- 
tables, et 


img motor generators, etc 


w 


» Nome and industry EVERYTHING'S UNDER CONTROL 


‘Robertshaw 


THERMOSTAT DIVISION 


ROBERTSHAW-FULTON CONTROLS COMPANY 
YOUNGWOOD, PENNSYLVANIA 


News Briefs 
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Reduce Service Rate. Reductions Housewares Year. Sales of electri 
RCA Service Co. factory-service “wan ures by the Westinghouse 
elevisi ntract prices have been lectr " ) the third and 
announced. The reductions result fourth quarters are expected to run 
m development of an improved = substantiall head of the same 
RCA Victor television chassis which periods 1949, continuing a trend 
expected to reduce installation econd quarter 
nal servicing costs. The new 


* 
Radio-Phono Demand. Scott Rad 
aborator accepted nearly $500 


* n orders for immediate deliver 


s have 3 percent tewer parts 


ent fewer connections 


Buy New Plant 


AMM) 


Du Mont Orders. Orders tota 
700,000 were placed by Du M 
Philco Orders. Orders f ‘ tribut uf ~ : \ ars 
P I tele Visi ‘ d ‘ y ‘ 


VU 
Via 


Refrigerator Plant. ‘ 
Hoty s new | 


Restricted Distribution 
x | lot tp 


National Sales 
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HOOVER VICE-PRESIDENT + 
ranoger for the rm. witt 


Jem 


SEPTEMBER, 1950—ELECTRICAL MERCHANDISING 





WHAT THE 


FRANCHISE 
MEANS 





ELECTRICAL MERCHANDISING—SEPTEMBER, 1950 











A good name is a magnet. People will flock to 
see a name-actress or name singer, a name 
ballplayer or a name boxer. 


Name-stars in any field earn this public approval 
by consistently turning in a fine performance— 
and so does a product. 


For 49 years Kalamazoo products have been 
giving their buyers honest value. That's why 
people trust the Kalamazoo name. That's why 
a Kalamazoo Dealer is handling ‘‘pre-sold” 
products which people want to buy—because 
they trust the Kalamazoo name. 


0000000 
Oo 


Oo 
Oo 
o 
oO 
Oo 
0 
oO 
oO 
O 


0 





SEPTEMBER, 1950—ELECTRICAL MERCHANDISING 





SENSATIONAL TWO-OVEN, 
AUTOMATIC ELECTRIC E-143 


@ TWO Big Thermagic Ovens with pre- 
cision heat control. One is fully automatic 
starts, controls cind stops cooking. 
TWO Waist-High, Smokeless Broilers 

with accurcte heat control. 

TWO Giant Super-Speed, self-cleaning 
Chromalox surface units with 7 heats. 
TWO Medium size Chromalox units. 
TWO big Drawers for handy storage of 
cooking utensils 

Convenient, automatically controlled 
Utility Outlet. 

Automatic Range Timer, controls oven, 
utility outlet, and left rear surface unit. 
Distinctive, One-Piece Unifiow Top unit, 
with Built-in Fluorescent Lamp. 

Snow- White, Acid-Resistant, Chip-resist- 
ant, Satin-Smooth Titanium porcelain 
enamel finish. 

Overall size—40 in. wide x 25% in. 
deep x 36 in. high. 








Settle Lucy, 


At an Amazing Low Price! 


<A POSE ARSE. 


DEALERSHIPS AVAILABLE! 


The name's the thing! Kalamazoo has it! And these 
1950 Kalamazoo ranges are definitely outstanding ir 
every line and feature. Outstanding in their value- © 


—=.. 


é 
ay peal 4 real money-making opportunity In =—. . 


addition to 9 gas models and 6 clectric ranges, the 
Kalamazoo Line includes combination ranges, coal 
and-wood ranges, washers, refrigerators, freezers, gas 


and 


rd electric hot water heaters. All priced and dis —. 


counted for maximum distributor and dealer profits ==. 


For complete information, write The Kalamazoo Stove 
& Furnace Co., 455 Michigan Ave., Kalamazoo, Mich 


Vp, HOME APPLIANCES DE LUXE GAS RANGE DH-141 
WITH GLASS OVEN WINDOW 

LAMA ZOO @ Automatic 18-inch Thermagic Oven. 
( @ Handy, Weist-High, Smokeless Broiler. 


@ One Piece, Unifiow Top — 40 inches wide 


HEATING EQUIPMENT —with Built-in Fluorescent Lomp, 


@ Non-Clog, Hi-Lo, Multi-Flome Burners. 
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Kalamazoo! For years this has been a password to quick consumer 
approval, lasting customer satisfaction. And now Kalamazoo brings you 


a top-profit leader—its “New Metropolitan” . . . Wilcolator-controlled. 


Here's modern, eye-caressing styling; features that offer dramatic 
values in convenienee and efficiency. Outside: A spacious, 40”-wide top 
affords a splendid service table; uniquely designed burners promote 
better cooking. Inside: waist-high, smokeless broiler—holding a whole 
chicken or twelve chops—eliminates back-bend entirely ; 18” “Thermagic” 
oven handles the largest of oven meals ... and automatic heat control 


assures ideal roasting and baking in the simplest and surest way. 


Yes, Wilcolator control on the “New Metropolitan” means precision 
cooking at a touch of the finger tips, plus time-saving and economy, too... 
the most desirable features any range can offer. For the exclusive 
Wilcolator “Uniflow” valve—with greater flow capacity than that of any 
other gas range control—promotes fast preheat, maintains oven cooking 
temperatures so precisely that gas consumption is minimized. 

7 And you'll find an extra dividend accruing to you: The Wilcolator 


control is so easy to service, there’s no dissipation of your profits on 
costly service calls. 












































SOME WELL KNOWN GAS RANGES USING 
WILCOLATOR FOR PRECISION CONTROL 
Kalamazoo ‘New Metropolitan’’ Autocrat Kalamazoo 
(Medel OF-141) Wilcolator Coleman Maytag 
CONTROL Copper-Clad McClary 
Crown Norge 
Detroit Jewel Prizer 
Enterprise Real Host 
Estate Roper 
Florence Royal Rose 
Garland Tappan 
Grand Universal 
Hardwick Welbilt 
Hart Wincroft 
Western Holly 














Wilcolator 


COMPANY 


Elizabeth, New Jersey 
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Scheduled Meetings 


PACIFIC ELECTRONIC EXHIBIT 
West Coost Electronic Mfrs. Assn 
Long Beach, Coli 

September 13-15 


NATIONAL TV AND 
ELECTRONICS EXPOSITION 
69th Regt. Armory, New Yort 
September 23-30 


CANADIAN ELECTRICAL 
MFRS. ASSN. 
Convention 
Niegara Falls, Ont 
September 27-29 


NAT'L TV AND ELECTRICAL 
LIVING SHOW 
Coliseum, Chicago 
September 29-October 8 


ROCKY MOUNTAIN 
ELECTRICAL LEAGUE 
Fall Convention 
Broadmoor Hotel, Colorado Springs 
October 8-11 


INT'L ASSN. OF ELECTRICAL 
LEAGUES 


15th Annual Conference 
Copley Plaza Hotel, Boston 
October 11.14 


NAT'L ELECTRICAL 
CONTRACTORS ASSN 
Annual Convention 
Biltmore Hotel, Los Angeles 
October 17-21 


NATIONAL FARM 
ELECTRIFICATION CONFERENCE 
Melbourne Hotel, St. Louis 
October 18-20 











RTMA Sponsoring 
60 Town Meetings 
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Appliances give the best service when 
they are powered by the best motors. 
Year after year Delco motors prove their 
lasting quality on millions of appliances. 


But appliance manufacturers want even 
more than quality from their motor sup- 
plier. In a fast-changing market they 
may need to make last minute changes 
in motor specifications or delivery dates. 


Because Delco motors combine quality 
of product with flexibility of supply, 
more and more spec sheets carry: 
“DELCO PREFERRED.” Dependable 
Delco appliance motors, designed to 
meet the specific torque and service 
requirements of the application, are 
built in sizes from \ h.p. up. 
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Why not get all the facts about 
Delco Motors? Contact your local 
motor distributor. 


DELCO MOTORS 
DELCO PRODUCTS 


Division of General Motors 
Corporation, Dayton, Ohio 



















New and interesting— MOTORS ON PARADE 
a 16 mm film now available for group showings 
Write Delco Products for full information. 
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KpOT! 


Proctor’s done it again for Proctor deal. 
ers! New products, shown opposite, have 
started fall business off in high gear. 








Proctor’s localized advertising campaigns 


are sending customers scurrying to retail 
outlets. And Proctor’s “Best Buy Guaran- 
tee” is knocking all sales resistance into a 
cocked hat. Don’t delay in getting a share 
of Proctor profits. Order now! 
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PROCTOR’S NEW PROMOTION CLICKS 
WEW PRODUCTS SELLING FAST/ 


Prize toaster of them all! 


PROCTOR CUSTOM TOASTER 
with pono CRISPER CONTROL! 


New, exclusive Proctor de- 
velopment. Toasts to pre- 
ferred texture, soft, crunchy, 
crisp. Greatest new toaster 
sales feature since invention 
of automatic pop-up. Has 
Color Guard, Dual Handle 
Operation and Sliding 
Crumb Tray. Unbeatable as 
a sales-winner. 


Packs plenty of appeal! 


PROCTOR DE LUXE TOASTER 


with ) enening onen —— 


bread to desired color with 
most phenomenal toaster 
thermostat ever invented. 
Combines distinctive eye- 
appeal with other Proctor 
qvality features which make 
it the biggest toaster value 
cit its price. 


MODEL 1469 
Retails at $16.95 


Fed, Ex, Tax incl 


MODEL 1483 Retails at $21.50 


Fed. Ex. Tax Incl 


Most wanted iron of its kind! 
Wary Proto NUTOMATIC NEVER-LIFT STEAM IRON 


First and only truly practical steam-dry iron with Metered Steam, 
Improved Never-Lift and Rust-proof Reservoir. 


Mary Proxer 


IRONING TABLE 


With adjustable 
height, off-center 
legs and the 
sensational new 
“Easy-Shift” 
wheels for easier shifting of 
table. These, plus other famous 
features, put it on top in sales. 


phe sining real 
Lee eS Neen ele Fees HA 


Aad I a Filo 


Retails at $19.90 Retails at 


Fed. Ex. Tax Incl 


| 
| 
] 
| 
| 
L 
| 
1 
! 
! 
L 


Most unique of all flatirons! | 
PROCTOR AUTOMATIC 


Tops in table tops! 
NEVER-LIFT IRON 

i 

' 


Queen of modern speed irons! 
PROCTOR CHAMPION IRON war Bea 


MODEL 989- Rotel. ot $10.95 


MODEL 991—Retails at $12.95 CORDMINDER 
Fed. Ex. Tax Inc! 


Priced lower to win new 
and bigger soles. 


mB} «CUSTOM-FIT | 
és 4 PAD & COVER ser | 





MODEL 24—Retails at $3.95 


Fits any standard board drum-tight. 
Comes in 3 sales-winning colors 
and white. 


PROCTOR ELECTRIC CO. PHILADELPHIA 40, PA. 
NEWSMAKER IN APPLIANCE MERCHANDISING 
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How to turn a clothes line 
into a‘ sales line” 


{--. that will help make your future secure! } 








; 
LARS ago the washboard was a svmbol of drudgery. The washer put 
: an end to that. But the washboard’s old companion, the clothes line 


is with us vet. [t's still as backbreaking as everto lug out and hang up awash 
That's why anv woman will listen when you talk about her clothes line 

Your line— Lovells 3-point sales line”—is the answer to her line and 
she'll love it! No wonder! [t's all about Lovell’s new drying unit 

Phe market for dryers is wide open! Get your share of it with one of 
the best-known names in the home laundry field— Lovell! 

Lovell introduced its drying unit more than ten years ago. Now Lovell 
makes drying units for leading manufacturers, including APEX, 


BARTON, CONLON, DEXTER, HAAG, HORTON, THOR, and others 





lurn washlines into a winning “sales line” with Lovell! It's like 


pulling your future out of a hat! 


: 
i Se ee 





a Learn this “sales line” for Lovell Drving Units 


; 5 ’ *c. ’ a areas bl a are! Tg’ ¥ 
, AMERICA’S NEWEST HOUSEHOLD BLESSING ” 
e. \ C > 
| ENDS THE MOST BACKBREAKING ? GIVES SWEETER, FLUFFIER, MORE SANITARY 
\ WASHDAY JOB! WASH THAN SUN DRYING! (ests prove it) 
- > 
“Va oney THE LOVELL DRYING UNIT GIVES YOU ALL THIS! 
@ fully evtomeati« neo time clock @ Preheating of air. Speeds drying, reduces 
7 necessary operating cost. 
a @ Avtomoti« temperature shut-off @ Air-cooled cabinet. Parts are accessible 
‘ cuts heat waste for simple maintenance. 
@ Vecuum system of air flow. Mini- @ Lint trap with safety by-pass. Prevents clog 
mises lint accumulation within unit. ging if user fails to empty lint trap. 


@ Neo condensation inside dryer. No trickling water to rust parts 


Lowell Mfg. Co., Erie, Pa. 






ilso makers of famous 
Lovell Pressure Cleansing W ringers 


























ing innat Ai 


Humidrawetr Ider « 
give taster freezing of 21 Ibs 
Three 
artments in freezer make 
easy to find and provide handy load 
treezer 


Keeper 


food and ice separate 


ng shelves: tast 


packages 


preserves 


1atural food color, flavor and vitamins 


at 15 degs 


partments 


below zero; storage com 
remain at zero and below 
Price: ( 
treezer $459.90 


handistm 


YOUNGSTOWN KITCHENS 
Dishwasher 


Youngstown Kitchens Div, 
Mullins Mfg. Corp., Warren, O 


nevis 


TOASTMASTER Toast ‘N Jam Set 


Toastmaster Products Div., 
McGrow Electric Co., Elgin, ill 


Set includes a Toastmaster 
pp toaster 2 covere 
al Ware 

tally designe 

a hand-rubb 

laid with simu 


in greet 


HOTPOINT Food Waste Disposers 


Hotpoint Inc., 5600 W. Taylor St., 
Chicogo, 44, Ill 


point Disposal 
lIOMWPES 
MWS5 is the stand 
MWPS, the ready 


ich can be installed 





, : " 
SMWASNCT SINK | 


have 





mpact 
ite t t metal tri 

WESTINGHOUSE Refrigerator- mvement; water 
Freezer Ensemble flow imterlo 1 yperation ut 


water 
Westinghouse Electric Corp a 


fi l ing [x : out ot 
snsfield, O ‘ 7 
ers ver i 
posi 
at re 
than 10¢ 
; can | ised with 
; sh@htly less than 
motor, 6O cycles 


chandising, Sept. 1950 
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mbination refrigerator and 


| 


and more efficient; 


WESTINGHOUSE Woffie Boker 


Westinghouse Electric Corp, 
Meonsfield, O 


ice: New square waffle baker No 

S01 
leatures: Turns out 81 sq in 
waffle at a time; rounded 
whners, flared plastic han 
polished chrome-finish; handles 
utrol knob carry out simplicity 
1; signal light mounted in han 
{ top-half, lights when ready for 
wallle batter; grids pretreated 
th silicone compound that eliminates 
ed for greasing or “breaking-in” 
Is; prevents sticking and discolora 
150 watt element, 115 volts ax 

2.50 
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FRIGIDAIRE Automatic Washer 


Frigidaire Div., General Motors Corp, 
Dayton, 1, Ohio 


Improved automatic top-loa:d 
bolt down washer 

leatures: Styled by Raymond 

lugh back panel harmoniz 
abinets and ranges, provid 

eal location for controls; Select-O 
|, an improved temer control make 
ver completely automatic yet fully 
the manutacturer says; temer 
atically controls normal washing 

«| as well as a shorter or long: 
mice for exact amount vo! 

ng tine-—-trom 2 to 10 min 
washer will continue through 
mplete cycle automatically—washing 
leep-water rinses, and damp-dry 
a turn of the dial will 
repeat or skip any operation 


nowever 


ic signal light shows when 
perating; when cycle is 
light flashes off as re 
r; wash water switch automati- 
provides 100 degs. warm water 
water as it comes from heater 

atic motor protector eliminates 
for fuses; single porcelain fin- 
rd inside tub is lighter in weight, 
tub spins at rate 


la 
er is 


pleted 


of 1140 rpm; rust-proof, self cleaning 
interior; can be installed anywhere 
without bolting; Live-Water washing 


action provided by Pulsator provides 


up-and-down motion of short, fast 
strokes; flexible rubber fin at base 
protects clothes from rubbing against 
metal parts; clothes are kept suspended 
in water; underwater suds distributer 
releases soap only after it has been 
transformed into active cleansing suds 
eliminating soap stains; powered by 
sc aled self-oiling Unimatic package 
tre hanism 

rice: $2897 

rival Mendhaidiahia, Sept. 1950 
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CAMFIELD Automatic Coffeemaker 
Camfield Mfg. Co., Grand Haven, Mich 
Model: No 


maker 


P-100 automatic coffec 





vellag Features: Strength selector 
makes it possible to have perfect coffee 
mild, medium or strong every time 
indicator light tells when coffee is 
ready ; non-drip spout; mirror chrome 
finish on lifetime copper; perfect bal 
ance handle; makes 4 to 6 cups; 400 
vatts. 110-120 volts ax weighs 3.3 


Price: $24.95 
Electrical Merchandising, Sept. 1950 


OSTER Knife Sharpener 


John Oster Mfg. Co., 1 May St., 
Racine, Wis. 


Device: Oster electric knife sharpener 
Selling Features: Double action fron 
two electrically driven wheels sharpen 
both sides of knife blade simultane 
ously; two wheels automatically dress 
themselves; designed to allow com 
plete sharpening process from heel to 
point of knife; operates on 110 volts 
ac 

Price: $12.95 
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G-E Dishwashers 
General Electric Co., Bridgeport 2, Conn 








Dewee New G-l automatic dish 
washer available in 4 models: BE-100 
free standing SE-100 ombination 
lishwasher-sink ; and 2 chassis models 
for counter installation-AE-100 wit 
porcelain enameled cover, and AN-100 
with stainless stee ver 
ellim atures Wi was and dry 
pt in me 1 : giassware 
and tlery ! t d ites 
4 major prov 
we » . . sted 
the 4 Aa e to remove louse 
particles ud A t 
ir t clore wa g action starts 
: ‘ | 4 4 
wa ‘ iry . nore « 
wa g-act r ator ‘ 
added to pe t f 
' amd part 4 cat 
te hott ‘ sinta y 
© waters at t emcient t 
redu { g tim 
huring ! ing < 
‘ la reulating heat 
rt hout tol ‘ - 
sutomatica inses, washes 
' t ard “ land dri 
ry Free standing. $279.95. Cor 
ination lishwasher ; 
Nha with porcelain enameled cover 
3M wit less teel ver 
$249 
lectrwal Merchandisin sept. 195 
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FRIGIDAIRE Dryers 


Frigide’, + Div, General Motors Corp 
Oevton, |, Ohio 


V/ ‘ “ cw a lid y 
: A « vou 
Ph catures esixz t atct 
' shite and P wn t ia 
at ‘ t ] Aasiivet t . irve 
fea ea ew ttleat 
: “ set a ‘ ed 
providing varia tk « 
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MARY PROCTOR Irons 


Proctor Electric Co., Inc., 3rd St. & 
Hunting Park Ave, Philadelphia, 40, Pa 


sf on Via , t 
[ ‘ via ro 
: ‘ ari al 
, ' 
al iro 
" “r , x ve 
, 1 trigwe act ‘ ‘ 
" er-bala ' ‘ 
‘ ate at the a trigg 
: rt t : aut 
i ally retract t is f 
1 
mmed uble } t rd , 
git and se Gesigne tt 
‘ t ‘ i 





Never-Lift combination stea at 

y iron can be used as a dry or stean 

n; addition of a blue plastic water 
eservoir which hooks onto back 

m converts the iron into a stean 
ron detaching reservoir makes it 
tly usable as a dry iron; steam 
*s include a visible water level 


te ~ » ‘ ' 
water reservoir; iron can be filled 





while connected to power line; oper 
ates with tap water; makes steam in 
stantly, drop by drop 
when irom is in tronming position; full 


steams only 








w of steam cuts off wh iron lifts 
tself; fabric dial marked tean 
Champion is a conventional dry trot 
! it Neve t teature 
rt Nev t if $i. 
tea ? ator n 
. “a? parate ¥ 
| . ; | ’ \ { 
Vine mdiisle » 10% 





WESTINGHOUSE Bilenket 


Westinghouse Electric Corp 
Mansfield, Ohio 








4 x piace | nm a night stand, m a 
ecial metal hanger that clips on bed 
ul or headboard, or mounted on wall 
ext to bed; control box has pull 
type switch, red visual indicator shows 


when swit is ir m” position; and 
a neon signal light also glows wher 
wit turned on; 9 small, bi-meta 
trip-type accurately calibrated thern 
stats are built into wiring syster 


anket maintains warmth throughout 





ight regardless te 

perature perates 

ries EB-5SO1 , 2 

$47 4 ther bed 
ring line are 

rt 61, 98 amd the electri 
ES-71, $24.95 
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UNIVERSAL troner 


Landers, Frary & Clark, 
New Britain, Conn 


WM4511 automatic single 


Model: No 


speed troner 
Selling Features: Designed for mod- 
ern small homes where limited floor 
space is a factor; hinged top keeps 
roll free of dust or dirt; free-turning 
roll, 22 in. long, 5 in. diam.; pressure 
adjustment; scratch-proof, rust-proof 
shoe; 1200 watt Nichrome element 
adjustable thermostat ranges irom 
off” to 450 degs. temperature ; emer 
y release lever; single adjustable 
knee operated shoe and press control 
rt and heat switch on ironer head 
ilot liht: easy-rolling casters: white 
32x 14 in. fl 





aked enamel cabinet 


trical Merchandisin Sept. 1950 





EVERHOT Heoter-Circulator 
The Swartrbaugh Mfg. Co., Toledo, Ohio 
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G-E Clocks 


General Electric Co., Bridgeport 2, Conn 


hk at 


-w Heralder, Lumalar 
































Nudge e-A-Larm, Gay Hour 
esigner Candlewick 
im re es: | epeater, aut at 
alarm, awake sleepers at sa t 
i la without further resetting 
TY ¢ shut tT tor weekel at 
ate 1 § 
Gourmet, « 4 en 
aise 1 era availa 
c 4 Ww t ' | \ ite 
4 re are ¥ va SY te 
: Ti hadi ar 1 be 
New and } R 
ave ryst 
S oem dge ted 
ai, a ght git 
t st ASE 
| \-La t ra t 
ake er nventional alar ig 
i i « 5 wit r thout 10 
17 atte 4 goes « a 
Ga H i alarm regulator 
permits adjustment of gnal 
to loud or soft ; luminous hands 
and r dots; mahogany finished 
xl ca 
Candlewick xcasional type al 
signed to blend with period 
‘ lecor, has soft bell alarm sig 
4 manogany case 
Designer, occasional clock has 





many case, modern design; p 


rass bezel and hands set off by ivory 
lored dial 
Price Repeater $7.95 Gourmet 


$5.95; New Heralder, $4.95; Nudger 
$5.95; Lumalarm, $6.95; Tune-A- 
Larm, $8.95; Gay Hour, $7.95; Car 
le $13.95: Designer, $8.95 
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FRESH'ND-AIRE Humidifier 


Fresh'nd-Aire Co., Div. Cory Corp., 
221 N. La Salle St., Chicago, 1, til 
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NUTONE Chime Clocks 


Nutone Inc., Madison and Redbank Rds., 
Cincinnati, 27, Ohio 


Madison and Cl 


chime clocks 


irchill West 


Features: Both models have 


entic chime sequence of West 


himes of Lond 8 notes on 


followed by correct strike of 


| 4-notes on half hour; 
switch permits 


automatically from midnight 


at radio-type volume cor 
soft and loud tones: self 


g Telechron movement in each 


Madison has Eli Terry 


| design hurt 18tt 


REMINGTON Ventilator 


Remington Air Conditioning Div., 
Remington Corp., Cortland, New Y ork 
Remington Air Pilot room 
elimg Features: Construction per 
mits infinite number of adjustments to 
accomplish various ventilating jobs— 
m one position it brings in 100 per 
cent fresh outside air—discharging it in 
room upward or downward; by ro- 
tating unit it exhausts only, pulling 
smoky air and odors out of room; can 
also be positioned to provide any com 
bination of exhaust and ventilation 
bringing in any desired amount of 
fresh and expelling stale air at same 
time—and can also be used as room 
air circulator only; all incoming air 
is filtered to remove dust and pollen; 
perates on 110 volts ac.; available 
with Sterilamps to kill bacteria 
Electrical Merchandising, Sept. 1950 


JAMES Port-O-Matic Dishwasher 


James Mfg. Co., 1030 West Sycamore, 
Independence, Kanses 


ELECTRICAL 


“night 


complete 
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rinses dishes for 8 people in 7 min.; 
‘ 


ses less than 5 gal. water; 
lish racks 


convener 
water filtered so food par 
les cannot recirculate over dishes 
transparent top makes it possible to 
watch operation; soap is automatically 
nixed with water at correct instant; 
lid rises automatically as machine 
turns itself off; sweep-flow unit in 
bottom of tub does not spray, but a 
solid sheet of washing liquid about 
2 ft. in length rises from bottom of 
stainless steel tub and washes; slow 
turning vane rocks and twists water 
back and forth over dishes in 180 deg 
arc; white cabinet; chrome trim 
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PERFECTION Ranges 


Perfection Stove Co., 7609 Platt Ave., 
Cleveland, 4, Ohio 


Nos 1036 and 1020 electri 


selling Features: No. 1036 is a 36 in 
model with l-piece turret type cooking 
top with work surface in center of the 
range; a pair of fast-heating, double 

il Chromalox units on either side— 
two are 2100-watt giant size; and 2 
are regular 1250 watt units; 7-speed 
switch controls; self-cleaning coils 
feature a wide, flat top-area that hugs 
bottom of utensil; insulated oven, 16 
in. wide, 20 in. deep, blue-speckled 
porcelain enameled lining; automatic 
heat control; 2100 watt oven unit and 
3000 watt waist high broiler unit; ap 
pliance outlet located at center of 
splasher back; large double compart 


ment storage space at left, opposit 
wen broiler for storage 
No, 1020, 21 in. apartment size 
range has a l-piece turret-type cook 
ing top; 3 fast-heating double coil 
Chromalox surface units—a giant 2100 
watt and 2-1250 watt units; 7-speed 
switches; self cleaning coils hug uten- 
sil bottoms; 16x20x14 in. oven; waist 
high broiler; blue-speckled porcelain 
enameled lining; bake unit 2100 watts, 
broiler, 3000 watts, both removable 
f cleaning; aluminum broiler pan 
removable reversible rack; pull 
heat shield protects control knobs 
en brotler is in use; acid-resistant 
lain enamel front, sides and top 
yutlet on control panel. 
al Merchancising, Sept. 1950 


1950 


HOTRAY Heoter 


Salton Mfg. Co., inc., 74 Reade St., 
New York, 7,N.Y 
evice: Hotray portable room heater, 
warming tray and cook stove 
selling Features: Can be used as a 
radiant heater to take chill off rooms, 
keeps meals hot or can be used to fry 
r cook foods; radiant glass panel 
bound in aluminum is mounted on re 


volving shaft with positive lock; 1000 
watt element has 2 heats, high and 
low: on high reaches a temperature 
of about 350 degs. F. for cooking and 
room warming ; low, 350 watts reaches 
about 200 degs. F. for keeping foods 
hot 
Prices 
vast 
Electrical Merchandising, Sept. 1950 


$34.95 east coast; $39.95 west 


FRIGIDAIRE Refrigerator 


Frigidaire Div., General Motors Corp., 
Dayton 1, Ohio 


Model: Frigidaire 74 cu. ft 
retrigerator 


Master 


Seliimg Features: Full-width Super 
Freezer chest extends from wall to 
wall across the top of cabinet and 
holds over 3 Ibs. frozen foods; ice 
blue door of polished aluminum ac- 
centuated by translucent plastic cov 
ering; 2 single and 1 double-width 
QJuickube ice trays have 56 cube ca 
pacity; trays equipped with aluminum 
vers permitting them to be stacked 
so frozen food can be placed on top 


if desired; below Super-Freezer is a 
full-width plastic Chill Drawer for 
meats, ice cubes and other items, also 
provides extra “head-room” for tall 
bottles on shelf below ; flexible storage 
facilities: a total of 15.1 sq. ft. shelf 
area in food storage compartment plus 
1.78 sq. ft. in freezer chest; aluminum 
shelves are adjustable—3 full-width 
and a split shelf; cold, moist storage 
for fruits and vegetables provided in 
2 porcelain-finished sliding Hydrators 
with combined storage capacity of 
18} gts.; Hydrators have transparent 
plastic covers aml can be stacked; 
other features include Cold Control; 
porcelain finished interior; automatic 
interior light and leveling glides; 
Frigidaire's sealed rotary Meter-Miser 
compressor covered by $-year protec- 
tion plan 

Price: “Suggested cash price $249.75” 
Electrical Merchandising, Sept. 1950 


WESTINGHOUSE Toaster 


Westinghouse Electric Corp., 
Mansfield, Ohio 


Model: New automatic pop-up toaster 
No. TO-501 

Selling Features: New control mech 
anism combines advantages of timer 
plus those of a thermostat control— 
the time it takes to toast bread on any 
setting always remains the same re- 
gardiess of whether line voltage is 
high or low; same simple design of 
present model is maintained with new 
maroon plastic trim in side handles, 
control and base 

Price: $20.95 

Electrical Merchandising, Sept. 1950 


SUPERSTAR Broil-O-Grill 


Stern-Brown, Inc., 42-24 Orchard St., 
Long Island City, 1, N.Y. 


Device: Superstar portable oven broiler 
and grill combination with infra-red 
heat 

Selling Features: Open front permits 
food to be seen at all times-—flow of 
fresh air gives charcoal flavor; broils 
and grills or fries simultaneously; in 
fra-red heating coils cover entire broil- 
ing aod grilling area; 2-heats: 1400 
watts high, and 700 watts low; built- 
in rack has 4 adjustable heights; dou- 
ble wall construction with air space 
between; tripleplated-copper, nickel 
and chrome; 4 Bakelite insulated cor- 
ners prevents burning table; operates 
m ac. or dc. 110-120 volts 

Price: East of Denver, $29.95; west 
of Denver, $32.95 

Electrical Merchandising, Sept. 1950 
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f yourcu mers regard good cooking as an art 
is attention, To these prideful cooks, you can sell 


henAid K4 Food Preparer 


the features which bring to the home kitchen the advantages 


the many extra features of tl A 


which leading chefs and bakers demand in their machines 
This bigger more power! j AitchenAid K4 will Anead hread 


| attachments that 


fough OT mix pasiry easily has many usetu 
save time and energy for hundreds of kitchen tasks. It has the 
tamous Hobart Planetary Mixing Action that permits exact timing 
assures the same fine results every time No assistance with 
poon or knife required The K4 is remarkably easy to clean 
For your customers who demand 
something better” in a Food Preparer 
sell up to the AitchenAid K4. And you 
can sell a program of birthday or anni 
versary gilt attachments for repeat 


bu mess 


For Pride in Good Coffee 
demonstrate the AitchenAid Electric 
Coffee Mill. Show your customers how 
they can get fru/y fresh, true coffee flavor 


it the touch of a switch 


KatchenA 


bet by Mebert yo world + lorgest merulacture 


KitchenAid Division + THE HOBART MANUFACTURING CO., TROY, OHIO 
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LEWYT Cleaner 


Lewyt Corp., 60 Broodway 
Brooklyn 11, N.Y 
Model 5 va 
unbination ru 

ifures Ne 

pet sweeper for quick 

ted to suction cleaner 

| nozzle 1s 24 
revolving 


wn heah 


CROSLEY Ranges 


Crosley Div., Avco Mfg. Corp., 
Cincinnati, O 


CROSLEY Water Heaters 
Crosley Div., Avco Mfg. Corp., 
Cincinnati, O 


ner cabine 


re Water 

wher tf 

50 gal ij) 
teatures 


vsley line 


CROSLEY Freezers 


Crosley Div., Avco Mfg. Corp., 
Cincinnati, O 





t-twn 


CROSLEY Refrigerators 


Crosley Div., Avco Mfg. Corp, 
Cincinnati, O 


Verchandisng 
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4 Mk 


handle 


ONE MINUTE Washer 
One Minute Washer Co., Kellogg, lo 
Model 748 wringer 

Has 


ywer-size 


CASCO Power Tool Kit 
Casco Products Corp., Bridgeport 2, Conn 
tool kit 
sures: Consists of 14 pieces 


standard 2 
m red Tenite latell 


Casco-Cral 
1000 rom Casco 


unter and wind 


WESTCLOX Wall Clock 


Westclox Div, General Time Corp , 
La Salle, til 
WESTINGHOUSE Sandwich Grills 1 
Vail i 
Westinghouse Electric Corp , ea White finis 
Mansfield, O ] d case ring 


painted 


case ring 
macKETO 


eA 
ra ¢ 


a\n 4-” 
et 


SUPERSTAR Woffie-Grills 


Stern-Brown, Inc., 42-24 Orchard St., 
Long Island City, 1, N.Y 


N 18 and 184 automatic 
ination grill and waffle iron. 


élimg features Features a plastic 


lial to select degree of brownness de 

WESTINGHOUSE Iron ired; signal light indicates when grill 
ready for batter and again when 
waffle is done, eliminating guess work; 
plated with chrome, will not tarnish; 
Bakelite handles; insulated, non 
ratching legs; can be used as a 


louble gr ll stove 


Westinghouse Electric Corp 
Mansfield, O 


ndwich toaster, a do 
und as a waffle iron; No. 18, ac.-d.c.; 
No. 18Aa miy ; 600 watts, 115 volts 
Price ISA, $14.95 east of Denver; 
$15.95 west 
trical Merchandising, Sept. 1950 
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When you sell KitchenAid Automatic Dishwashers, you 
The experience of KitchenAid users 
clearly proves that dishes and glassware are washed and dried 
sparkling clean without “tear drops.” 

To convince them, demonstrate the AitchenAid action . the 
Hobart revolving wash principle that provides most complete, 
most powerful coverage the 2 power rinses the separately 
powered, circulated hot air drying that, combined with convenient 
positioning of tableware, is more effective than old-fashioned 
hand-washing and drying. 

And, while talking cleanliness, don’t overlook the KitchenAid 
self-cleaning, sanitary features. Show how the wash and rinse 
water is continually strained how strainer is self-cleaning 
No food particles are “washed” or “rinsed” onto tableware with 
KitchenAid! 

Remember, too, that users acclaim KitchenAid’s trouble-free 
operation. It's an important selling point. And, it’s a help to you 
in saving On service costs! 

The KitchenAid, built by Hobart, “clean” story is a sales 
story that sells 


Kutchen 


THE FINEST MADE 


can sell on “clean” results 


TRact @ mann 
Built by Hobert a world's lorgest monulecturer of food machines. 
KitchenAid Division + THE HOBART MANUFACTURING CO., TROY, OHIO 
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Ys the One and 
ty Exclusive Deal 
MM the inutile Screy af inotallations oe. all types of 


residential buildings with or without 


basements; all-purpose heater pro 
vides efficient heating plant without 
aking up usable floor space; car! 
function. as an attic furnace, a sus- 
: pended unit heater, a forced air fur 


nace, a floor furnace or a central 
basement heating unit; available in 3 
models with input ratings of 65,000 
100.000 and 130,000 btu’s; a 4-way di 
rectional grille with adjustable vanes 
ptional; compact design eliminates 
need for furnace room; can be in 


FRIGIDAIRE Air Conditioner stalled in an attic, suspended in a 


closet, utility room, service porch or 

Frigidaire Biv., Generel Meters Corp. basement, m4 even in air space under 

Deyten 1, Ohio a home; motor and blower assembly 

Model: ARO-SO window-type mounted on thick rubber cushions for 

air conditioner quiet operation; oversize blower ; air 

space insulation between cabinet and 

casing keeps outside cabinet finger 

touch cool; baked Hammertone ename! 
finish 
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Features: Streamlined, “plug 
in” model fits windows from 23 to 56 
in. wide; designed for use in home or 
office; compact, self-contained unit 


’ d Ai and Sin | T b cools, dehumidifies, filters, ventilates trical Merchandising, Sept. 1950 
ai Ss 124 g e U Washers and circulates; cooling capacity equiv 
—— << alent to $ ton melting ice per day; me , - 

$ h.p. sealed rotary Meter-Miser com 
pressor; plastic grille in cabinet has 
individually adjustable louvers to di 
rect air up or down; steel vanes on 
chassis controls flow of air to right 
w left; disposable filter easily replace 
able through bottom front of cabinet; 
cabinet styled by Raymond Loewy 
has rolled front; grey enamel finish 
projects 13 in. into room 
Price: $299.75 


Electrical Merchandising, Sept. 195 


Selling 


Aner! 





INTERNATIONAL HARVESTER 
Freezers 


international Harvester Co., 
180 N. Michigan Ave., Chicago |, /il 





Vodels: Two new freezers have been 
udded, Nos. 111 and 158 
elling Features: No. 111, an 11.1 cu 
freezer, stores 389 Ibs. frozen foods; 
5.8 cu. ft. model, stores 
1odels include overall 
freezing on all interior 
ace ermetically sealed 4 hp 
t-Wad" refrigerating unit with 
to cause noise; features “Dri 
series of condenser coils 
American Electric Mfg. Co., Inc., Ided to inner surface of outer shell ; 
St. Louis, Mo., (Smith Benny Sales Co Vac-U-Seal” 4}-in. glass fiber insula- 
11 W. 42nd St,, New York, N.Y tion hermetically sealed between inner 
National Sales Reps ner and outer walls; temperature in 
icator on outside of lid; illuminated 
nterior “Diffuse-O-Lite” turns on 
Selling Features: Can be refilled wi automatically when lid is raised; steel 
Permafil bulb while iron is still vire baskets; 2 metal compartment 


itting down ironing time; con lividers firmly anchored; 2 coats white 
TER { j trated steam vents in toe; weigh vaked-on enamel over Bonderized sur 
Ibs.: long life element, 600 watts, | face self-latct 


hing refrigerator-type 


¢ 


PERMAFIL Steam tron 
evice: Permafil steam ir 


\ : rd mirror finish; l d; built-in lock with counterbalanced 
POTENTIALS shed soleplate mmifortable handle d; No. 158 equipped with “Zero- 
trical Merchandising, Sept. 195 " bell to warn if current fails; 
l has alarm contacts for field 
Here's the one washer line that is allation of bell : : 
J E wcal Merchandising, Sept. 1950 
exclusive. It gives you the tremen- 
dous advantage of selling the 
world’s only washer with two wash- 
ing tubs-the DEXTER Twin Tubl It Dormeyer “i a _ Ave., 
gives you the advantage of selling . acta oe 
the famous DEXTER Single Tub line a ee ee ee 
with exclusive Sealed-Heet model. . te whips, "benta, damn, 
Yes! With DEXTER youcan build anex- s, purees and pulverizes; coniplet 
clusive washer business with plenty PALMER Vomece a ® Seer oe Con SD Serr aeee 
of profit. Get all the facts TODAY | Polmer Mfg. Corp., Phoenix, Ariz 7 
about the exclusive DEXTER fran- ' = ont ll iii , 
chise, Write, wire or phone. f ting u ical Merchandising, Sept. 1950 


DORMEYER Blender 
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AGAIN 
ELECTRICAL 
APPLIANCE 

DEALERS 
SAY 


, y nitty LA lies 
Moré Selling Zewer / 


Again in 1950 dealers all over America say what they've been saying for 
years: “Country Gentleman helps us better than any other rural magazine 
to make more sales.” 

Dealers like you in hundreds of local communities were just asked by an 
independent research organization: “Which one leading rural magazine 
most effectively helps you sell your customers?” 


Electrical Appliance Dealers Gave 
Country Gentleman a Lead of Nearly 2 tol 


over the No.2 magazine, with more votes than 
the second and third magazines combined! 


Dealers know their best rural customers read and prefer Country 
Gentleman. Its 2,300,000 circulation is concentrated in the Top Half group 
that gets 9 out of 10 farm dollars... the prosperous families who mean 
good business to you! 

That's why dealers consistently vote their preference for Country 
Gentleman year after year... that’s why Country Gentleman leads all 
rural magazines in advertising revenne! 
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For faster, easier electric range sales... 


Emphasize the 


, / , 
Chromalox difference: uniform 
<< ee overall 
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VA tell Tf- 





NEW PRODUCT BRIEFS 


Aquamat, a t water syster 








wer, is 1 by 
s. Ine | alit 
nef n et-t pu 
U0 ga her 

pths t Pr a) 

Arvin, Inc., la 
Me tc it 
el its » 


ON 
eal 


ie electricity used for 





ores Sbat> Me bel fast: SOME oF Bat} 
and percolators'! 


Recently introduced () ue 
’ Vu 

es 1 oil wat 

Lg : 4 : t 

Ni \ ; “hs . L. 

\| ate 


| 
} 
\ im 


~ 


IT scan 


\~ 


TPR 


— ‘i : ' 5% ] It! 
Tubes lift u id are Cay t ups 
. seif-cleaninge etiector . y 
‘ ces .- yy Samerebaat.. Mele Rap acebam 1. tot. kt An “Insect Repellent Lamp : 
\ rea CF Pat bat: +} 
) 
"The Switch is On" 


Te help you sell mere 
electric ranges. 


electric ranges end 
water heeters. 


Cordley & Hayes an 


A new 1950 series 
T ‘ 4 


Del 


The finest Electric Range Unit wer bul 


EDWIN L. WIEGAND COMPANY - 7525 THOMAS BOULEVARD - PITTSBURGH 8, PA. 148) 
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A parlor powerhouse —~ you'll find that phrase best describes 
Preway space heaters, the oil-burning circulators that outperform 
all others in the industry. That's strong language, but it’s factual 
— and it’s facts, demonstrable facts, that turn sales your way. 

From this approach — alert engineering — look at Preway’s 
patent-applied for Air-Activated Burner with Thermo-Zone Burn- 
er Ring, Preway’s exclusive Heat Miser, Preway’s Weather 
Wizard forced air blower — sales gold that you can easily convert 
into business profits. Each one of these features leads the indus- 
try, beats the best that others offer — and you can show your 
customers the reasons why. 

With all of this, plus a price that competition must meet, the 
Preway line gives you a golden opportunity to put the heat on 
the booming space heater business in your town. Get behind this 
fast-moving line — made by the fastest-growing company in the 
space heater field — one of the big three. Write today for 
full information. 


PRENTISS WABERS PRODuCcTsS Co. 
9950 SECOND STREET, N., WISCONSIN RAPIDS, WIS. 
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Models No. 50410-50413 


Model No. 50430 








CAL APPLIANCE NEWS 


NICHROME and NORGE 


for shallow or deep well service 
They are available as individual 
pumps or as complete automati 
water systems with tanks and auxil- 
¢ 






lary eqjuipmen 


Burpee Can Sealer Co., Barrington, 
Ii, announces a new multi-color 
floodlight for Christmas trees with 
changing holiday colors. No motor 
or mechanical parts—a moving color 
wheel suspends on a jeweled needk 
bearing and revolves at 1 rpm, ac 
tivated by heat from 150 watt pro 
jection spot scaled-beam lamp. Price 












$3.50 without lamp 





A bathroom mirror with an anti- 






‘ eater has been developed b 
Charles Parker Co., Meriden, Conn 
The heater, designed by U. S. Rub- 

i 
1 






her is rubber covered anc 





yarms glass 





able I 








PEN SESAME was the magic first rate practical aids for the cook, and 
password that lead to treasure first rate selling aids for you. 
and good living for Ali Baba. 


i And, to top all, Norge heating elements 
; Ali is no more, but living can still be 




























: surface, broil, oven and deep-well—are 
much enhanced by the wise choice of a , 
made of Nichrome, the superb heat and 





word . 
corrosion-resistant alloy that is recognized 
Such a word, for example, as “Norge.”’ as pace-setter for quality and dependa- — 

Say “Norge” when Mrs. Homemaker bility thruout the world. Says Norge: ““We t d 

comes shopping for a range, and you'll specify Nichrome wire heating elements eM 

show her the way to kitchen benefits that because of the consistent high quality of 

enrich the whole family: food cooked to a this top grade wire. OO ft pu t tal 

turn with minimum effort, a wide variety d ee Soe it eet 

of meals easily prepared, generous helpings Very probably the appliances you ty motor mounted, dire 
1andle are al at-powe j lich- ynnected with base plate, and 

of lcuretime for the housewife... handle are also heat-powered with Nich : 


. _ : . rome. If so, you have that plus value that 
} he althful, zestful living. : Four new Bond flashlights are a 


proves a clincher at the point of sale. Olin ladustries 1: 

| Yes, the Norge line of electric ranges If not, you can help yourself tremendously New Haven, Coma. Features in 
offers dramatic values in every price by making sure your manufacturing i y ve ieee: an gon * 
category; feature combinations that are sources use this outstanding alloy. ire spotlights with J-way 


Speedway Mfg Co., Cicero, Ill 
nounces a new type 400 }-in apa 
ty SpeedDrill 


Weighing only : 





i 4 iril 
e e A portable thermostat 
Driver-Harris Company portable electric heaters is a 
HARRISON, NEW JERSEY conde oe By 
BRANCHES, Chicago, Detroit, Cleveland, Los Angeles, Sen Francisco 7 7 : “ d and 
\ ’ , Manvtactwred ond sold in Canada by seri¢ adapter plu Plugs 


The 8B. GREENING WIRE COMPANY, LTD., Hamilton, Ontario, Coneda 








"TM. Reg U S Pat 











SEPTEMBER, 1950—ELECTRICAL MERCHANDISING 





NOW YOU CAN SELL THE 


SECOND BILLION 


EASIER, FASTER! 
Only genuine Ray-O-Vac LEAK PROOF 
Batteries give you the added 4° 


POWERFUL 
BATTERY 


j MULTI-PLY ~ 
- ——"_ INSULATION 


FLasHiiGHT 
BATTERY 


STEEL 
—— BOTTOM 


The one Billienth 
Rey-O-Vee LEAK 


vy PROOF Battery. Pro- 
i oo Oe a ee] 


| ] } | 


t ; 


RAY-0-VAC COMPANY - Madison 10, Wisconsin 


5 
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New displays now idle) 
to help you sell famous 


Ray-O-Vac flashlights 


M-1000—New Billioneer America’s 
Finest Flashlight. Created to com 
memorate the achievement of the Bil 
honth LEAK rroor battery. Packed 
4 ina dealer package with daplay card 


M-700 — New assortment of the most 
popular Ray-O- Vac flanhlights, Packed 
6 on a display card in a dealer package 


Takes only 10 inches of « 


M-210—New Deluxe Penlite— “‘ieal 
Pen Size Lite’’. Packed 10 on a display 
card in a dealer package. Takes only 
9% inches of counter space, 


ASK YOUR JOBBER! 




















GRactrul 


w 


A BEAUTY in rch me 


1950 ATTENTION-GETTERS 


] 


SETH TH OMAS 
. The Hinest name in clocks 


N 
rime donPoRatt© 


’ 
oF GUMeRAl 


prooucts 


NEW end NOVEL 
mast PIPPIN at 


Hr 


HARMONIOUS \\ &-! 
wh. KENBURY 


(irder the 


AMAZING VALUE in clock ’ 
NORTHRBURY at $65.00 


\ node 


‘73 WEW-/TS GAY- 


) SALES-MAKING DIS- 
re SETH THOMAS | 


PLAY feature attracts at- 
tention to new, novel PIPPIN. 
it's supplied free with your 
order for the “Harvest As- 
sortment”’ of 2 each yellow 
and red .. . one each green 
and ivory fast-selling Seth 
Thomas PIPPIN Clocks. Order 


from your wholesalertoday. 


ri oN GT 
TIN gay 
e GENERAL 
ae ames N 
SEPTEMBER 1950 
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HALLICRAFTER 1951 TV Line 


The Haliicratters Co., 4401 W. Fifth Ave. 
Chicago 24, ill 


ay 
16-1 


ular tube 

Entire BOO line 
assis with enoug 
romzation sta 
ee yperation 
sion-printed 
Hallicrafter 

eve Silver 
na uses new 
ilver P 

its t mtour 
MASS! as heat 
arts above chassis and those 
be affected by heat below; 
ule Provincial, Sheraton, 
n as well as modified 18th 


popular traditional de- 
provide AM broadcast 
phono combination 

“| record changers 
sizes and all speeds; 
ls easily accessible or 
ider I-F band; auto 
trol and picture 
itrast “black” tubes 
projects through bac} 
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RAYTHEON Table Telesets 


Belmont Radio Corp. Div., 
Raytheon Mig. Corp., Chicago, Ili 


Rover, Suburban, Rambler 
and Dickens. 

Features: Rover and Suburban 
in. tubes with 110 sq. in 
le viewing surface; Rover 

tooled leatherette cabinet 
has hand-rubbed mahogany 


Dickens have 16-in 


ELECTRICAL 


A 
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TELEVISION 


tubes; Rambler has ma 
rette cabinette Ranger 
icatherette and 


bbvenet ’ 
rupoed na 


tay-Lha cor 
1~ Late picture 
Ray-Tenna antenna 
20 tubes 


models 


speaker 


Rover $189.95 Subur bar 


Rambler $23 Ranger 


Aandiswm 


STROMBERG-CARLSON TV 


Combinations 


Stromberg-Carlson Co., 
Rochester 3, N.Y 

Models: Kenwood, 17RPM: 18th Cen 
tury 119 RPM; and Chinese Classic 
complete home entertainment units 
with TV FM-AM radios and 3-speed 
record changers 
Selling Features: Kenwood has 17-in 
picture tube; 158 sq.in. screen; plus 
FM-AM radio and 3-speed record 
changer; mahogany cabinet Hepple 
white influence 

18th Century has 208 sq. in. screen 
on 19-in. black glass picture tube; 
FM-AM radio; record 
changer ; traditional cabinet, mahogany 
veneers 

Chinese Classic has technical fea- 
tures similar to 18th Century in a 
abinet of mahogany, avodire, hand 
decorated red, green, ivory, ebony or 
avodire 


}-speed 


18th Century 

Chinese ssic im mahogany 

hand decorated 

$865; and hand decorated 
$875 


rices: Kenwood, $585 
495 
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ZENITH Table Telesets 


Zenith Radio Corp., 6001 W. Dickens Ave., 
Chicago 39, ill 


Models: 3 table models in 105 series 
and 3 im the 142 series 
Selling Features: 105 series models 
No. H2227 Pyroxylin case in ma- 
hogany or blonde finish; No. H2226R, 
mahogany veneer wood cabinet: all 
models equipped with 12-in. “Glare 
tan” Blaxide “Black” tube; other 
features include 2-in-1 “Selecto- 
and duplex picture control 


1950 


gives a choice of a “Giant Cir 
en or a rectangular screen at 

f a switch; “super-range” 
reflection-proof picture tube 
reflection of lights, windows 
right objects; built-in pro 
preposed ultra-high fre 
present standards; gated 

gain control; gated beam 

ve and picture stabilizer tube; 
pre-tuned picture magnet an 
ary Bones remote control 
142 s 


slare-Bar 


ries with 16-in. rectangular 
Blaxide tube has 142 sq 
in. picture area~-H2328E in Ireme 
wood and its twin in mahogany, 
H2328R ; H2329R mahogany Pyroxy- 
lin. This series has all features listed 


H2227R, $179.95; in blonde, 
H2226R, - $199.95; H2328E, 
H2328R, $249.95; H2329R, 


G-E TV Consoles 


General Electric Co., Electronics Park, 
Syracuse, N. Y. 


Models: 14C-102 and 14C-103; 16 
113, 16C-116 and 19C-105 television 
< msoles 
selling Features: No, 14C-102 has a 
14 in. rectangular black tube, ma 
hogany cabinet; shatterproof safety 
glass mounted in 2-toned metal ¢s- 
cutcheon; accessible secondary tun 
ing knobs placed behind panel door 
in center of escutcheon 

14C-103 same as above with blond 
cabinet 

16C-113 has 16 in. rectangular black 
tube 18th Century mahogany con 
sole; non-marking swivel casters 

16C-116, has 16 in. rectangular black 
tube; mahogany half-door console; 
non-marking casters 

All models have In-Set-Tennas, 
Gruen Synchronizing circuit; auto- 
matic gain control; thermal cut-out; 
balanced input transformer; current 
stabilizing resistor; 40 to 50 megacy- 
cles IF band; constant level of bright- 
ness; 19 tubes plus picture tube and 
a-tube-type and 2 selenium rectifiers; 
12 in. Dynapower speaker; 2 visible 
dual tuning controls and 2 dual sec- 
mdary controls 

19C-105 has a 19 in. round black 


picture tube with aluminized screens, 
plus 24 tubes and J tube-type rectif- 
ers; 12 in. Dynapower » er; keyed 
automatic gain control; mahogany 
cabinet with half doors; also available 
in blond Korina as model 19C.106 
Prices: 14C-102, $239.95; 14C-103, 
$259.95; 16C-113, $279.95; 16C-116, 
$299.95; 19C-105, $439.95; 19C-106, 
$459.95 
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Ly 


RCA-VICTOR Table Telesets 


RCA Victor Div., Radio Corp, of America, 
Camden, N. J 


Wodels: Shelby, 2751, Newport, 6TS3 
and York 9 rs7 
Selling Features: No. 2T51, Shelby, a 
12}-in. tube in compact plastic cabinet, 
maroon trimmed with brass; 21 tubes 
2 rectihers 

No. 6T53, Newport, 16-in. model 
with dark maroon metal cabinet and 
open controls 

No. 9T57 York, 19-in. picture tube 
in picture frame effect; controls con- 
cealed behind drop panel inside frame 

All models have features such as 
automatic brilliance and volume con 
trol; improved shielding ; fringe-area 
adjustment ; improved tone circuits; 
extended tone range; convenient 
phono-jack; illuminated channel se- 
lector; 16- and 19-in, models have 
tubes mounted in cabinets with dust 
seal that keeps dust from seeping be 
tween tube face and safety glass 
Prices: Shelby, $159.95; Newport 
$199.94; and York, $329.50 walnut or 
mahogany, $339.50 limed oak 
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DU MONT Table TV 


Allen 8. Du Mont Laboratories Inc. 
] East 57th St., New York City 


Models: Three 17 in. table telesets 
Carlton, Ventura and Sumter 
Selling Features: All models equipped 
with new 17 in. glass rectangular tube 
with 150 sq. in. direct-view picture; 
tube uses single magnet beam bender 
which gives shorter image and its 
short length makes a shallower cab- 
inet possible; all models have an im 
proved RA-117 chassis with 23 tubes 
including 2 rectifiers and picture tube ; 
AGC; Local-distant switch; narrow- 
band sync amplifier; full range TV 
with FM sound (no radio) phono-jack 
attachment ; Carlton and Ventura have 
baked enamel metal cabinet, mahogany 
finish with wooden mahogany doors; 
Sumter has baked enamel metal cab 
inet, mahogany finish 

Prices: Carlton and Ventura, $279.95 ; 
Sumter, $249.95 
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KeM Leads the Field Again! 


WITH AMERICA’S LATEST, MOST COMPLETE HEATER LINE 


Now! A Heater for every pyurpose...every pocketbook! 





FIN-TYPE KM 


Electric Radiation HEATER AIR-FAN HEATER 


None finer in the industry! Heats rooma up to 15’ x 15 
Plugs into any wall outlet. Famous, exclusive #84 Dur-A 
Life Heating with fin radiation. Quiet, powerful blower 
fan heata 150 cu. ft 
Only $29.9 


Revolutionary design —-small, compact air-fan heater, yet it 
gives maximum volume! With exclusive, 4 features 
nichrome heating element, dynamically balanced steel fan 


of air per minute. Portable, compact! blade. Steady, even heat always. Portable, quiet, safe! $9.95 





DUO-AIRE 
Combination HEATER and FAN 


Newest design in air circulators! Powerful blower fan cir 
culates heat quickly on cold days 


TROPIC-GLO HEATER 


Quick effective, wherever extra heat is needed. Polished 
sluminum reflector concentrates and directs heat raya in summer, cools 
Long-life nichrome heating element. Convenient, safe, entire room fast’ Beautifully designed, precision built 
handsomely finshed in durable enamel’ $7.95 Swivel mounted light weight portable. $14.95 


CASH IN! TIE IN WITH KEM’s HUGE NATIONAL ADVERTISING CAMPAIGN IN > WRITE OR WIRE US FOR NAME 
THE POST, GOOD HOUSEKEEPING, HOUSE AND GARDEN, HOUSE BEAUTIFUL 


OF YOUR NEAREST DISTRIBUTOR 


OC, 


-_ 


“it peys to feature 10M. — ALWAYS THE FIRST WITH THE FINEST... 


Di 
) / 


A 
a 


a 


a tid a 
wath 
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SYLVANIA Table Telesets 


Radio & Television Div., Sylvania Electric 
Products Inc., 254 Rano St., Buffalo, N.Y 


TRAV-LER TV Consoles 


Trav-Ler Radio Corp., 
571 W. Jackson Blyd., Chicago 6, iil 


G-E Table Telesets 


General Electric Co., Electronics Park, 
Syracuse, 


ELECTRICAL 


MERCHANDISING- 
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TELEVISION 


STROMBERG-CARLSON TV Consoles 


Stromberg-Carison Co., 
Rochester 3,N.Y 


ppendale L16C D2: Provir 
Empire 11I9CM; and 
1I9CDM 

itures: Provincial, 116C has 
round black-glass picture tube; 

in. picture; screen built-in an 

keyed automatic gain control 

ig-life tuner; phot ack; 6-to-l 
gear reduction vernier tuning knob 








r micro-accurate channel selection 
provincial cabinet styling with 
or rail parapeting 3 sides of 


TELEQUIP TV Console ppendale, 116C1D2 has same type 


Telequip Redio Co ube and screen as Provincial with a 
. mal y period cabinet, full length, 
1901 S. Washtenaw Ave., Chicago &, Iii ; full swinging doors 

Merritt & and Andree, 1174 Merchandise pire 1I9CM has 19-in. black glass 
Mart, national sales directors icture tube; long-life tuner; keyed 
12-in. speaker; built-in anten 
6-to-l gear reduction tuning, 

traditional cabinet 
1IYCDM sis 


aminet 


ludes the l¢ 


similarly 

with full length 
Ors 

Provincial, mahowany, $339.95 

w avodire, $349.95 


Chippen 
$389.95 


Er pire $429.95: and 


$409 OS 
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S-W Table Telesets 


Stewort-Warner Corp 
1826 Diversey Pkwy., Chicago 14, iil 


920-4 an 12 


ZENITH TV Consoles 


Zerith Radio Corp., 6001 W. Dickens Ave., 
Chicago 39, fil 


misoles in the 105 series; 
the 165 Series ; 2 console 
1 238 series: and 2 « msoles in the 
series 
ling Features: 105 series, with 12 
picture tube and 105 sq. in. screen 
H2250R, open-faced console with tra 
litional mahogany cabinet; H2255} 
with a blonde cabinet 
eries has 16-in. circular tube 
165 sq. in. viewing surface, 2 
xlels H2438R and H2449E are open 
sced models, the former in a mahog 
any 18th century cabinet, the latter in 
a modern blonde cabinet in Gold 
vast Ireme’ with circular grille 


SEPTEMBER, 1950 


H2437 console with doors in mtoder 
mahogany cabinet or bhonck and 
H2439R in a Hepplewhite mahogany 
cabinet with swirl mahogany paneled 
doors 

238 series with 19-in. tube and 
2-in-1 “Selecto-screen”™ has 2 mis 
H2447K and H2445R, both with d 

the former has an [Sth century 
net, the latter a Sheraton 

142 series has a 16-in. re tangular 
‘Glare-Ban” Blaxide black tube wit 
142 sq. in. picture area. H2S52R, has 
striped mahogany sol 1 
woods n 18th 
H2353, modern bloom 
wrers 

All models have “super-range” 

assis; reflection-proof picture tube 
which eliminates reflection of lhghts 

indows and other bright objects; 
built-in provision for proposed ultra 
high frequencies on present standards 
gated automatic gain control; gated 
beam sound tube and picture stabilizer 
tube; built-in pre-tuned picture mag 
net antenna 
Prices H2Z250R, $239.95 H2255 
$259.95; H2438R, $299.95; H24491 
$319.95; H2437, $359.95; and $379.95 
in blonde; H2439R, $349.95; H2447R 
$399.95; HZ445R, $49.95; H2352R 
$299.95. H2353E, $309.95 
Electrical Merchandising, S 
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RAYTHEON TV Consoles 


Belmont Radio Corp. Div., 
Raytheon Mig. Corp., Chicago, !i! 


Vodels: Consolette, Criterion, Silver 
Anniversary, Mayfair, Mozart, Clay 
ton, Catalina 
selling Features: Consolette has 12}- 
in. picture tube with 110 sq. in. view 
ing surface: Criterion, has 16-in. cir 
cular tube with 176 sq. in. surface; 
Silver Anniversary, has 16-in. rec 
tangular tube. Mayfair and Mozart 
have 17-in. rectangular tubes with 
companion raodels with 16-in. tube 
each. Clayton and Catalina have 20-in 
rectangular tube; Clayton is an authen 
tic mahogany reproduction of Chip 
pendale cabinet with full doors; Cata- 
lina has a limed oak cabinet of mod 
ern design; both models have 19-in 
tube models in similar cabinets 

All models have “Ray-Dial” con- 
tinuous tuner; “Hi-Lite” picture 
power; built-in Ray-Tenna; balanced 
magnetic speaker; 20 tubes plus 2 
rectifiers in 16- and 17-in. models; 
21 tubes plus 2 rectifiers in the 19 
and 20-in. models. 
Prices: Consolette, $239.95; Criterion, 
$299.95; Silver Anniversary, $239.95; 
Mayfair, $309.95; Mozart, $329.95; 
Clayton, $429.95; Catalina, $449.95 
Electrical Merchandising, Sept. 1950 
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The Volume-Seller! a 
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COMPLETE a 
LINE OF... Hew feed 
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TELEVISION AND RADIO 


17F2 walnut modern 
17F3B, limed oak mod 
i 17F4, mahogany 
Five 19-in. sets 

msole; I9K2ZB 

19K3, mahogany 

msole; 19K4, ma 


DEFROSTERS AND TIMERS tee ee Im 
FOR HOME AND INDUSTRY 


Here's the key to profitable selling every day . day-in-day-out! 
Housewives in over 27 million homes need Magic Defroster to end 


refrigerator defrosting nuisance and keep foods fresher and better! MOTOROLA 1951 TV Line 


Motorola Inc., 4545 Augusta Bivd., 
With ite many superior and exclusive features, Magic Defroster Chicago 51, tli 


gives you the inside track in this tremendous market. It offers finest 


performance, longest service life, is priced to sell! 


Standard and deluxe models give you a Comp ere LINE to win every 


sale. Lead with te Leader—order Magic Defroster today! 





MECK TV Consoles 
John Meck Industries Inc., Plymouth, Ind 
Models: MMS516C, MMS512C a 


model 
MMSI6C, 16-in 
ny abinet 


mask 


three 14-in 
astic t&ble set; 
console; I14K1B Tree 
Nineteen 16- and 17-in 


WESTINGHOUSE AM-FM Radios 
walnut plastic table set; 


gany table set, 17T1B, limec ? . j Westinghouse Electric Corp., Radio Div, 
set; 17T2, mahogany table set Sunbury, Penne 


Oe 17T2B, limed oak table se ts Models: AM-FM table radios No 
d ar consoie / mnanhogany 29477 a i 325T7 

BASIC PRO D u CTS co R P. 2 a a ee sont ies ‘ieee Both models have 7 

17K? mahogan ha d r msole ys i é »0U k Cc 1S 14 4 

1617 North Harrison St., Ft. Wayne, Indiona, Dept. E 105 17K2B, limed oak half-door console; tubes ph rectifier; No 4277 has 

' : cor le ana rou plastic cabinet; NO 


1s 
} ‘ r plastic cabhine 
We are Distributors Dealers Please enter our order for — , fr oT Nso 7 Y past abinet 


I7FSB.  P 1.95 and $52.50 + ively 
Model Magic Defrosters and Model Le toe aad the a a 
{ 


Time Controls Or send us further information on . bination 1? B mes al Elect il Merchandising, Sept. 1950 
Magic Defrosters Time Controls 
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ELECTRICAL 


All over America ie 
fi. 


: 


t Re 


i : on 
: ) ‘ae 


AUTOMATIC WATER HEATERS 


Easy-to-understand, easy-to-show TALK- 
ING POINTS that have genuine meaning— 
that’s what has kept White dealers’ sales 
going up and up. And the way “prospects” 
become buyers the instant they learn about 
these features explains why dealers who like 
orders are switching so fast to White. 

If the jingle of cold cash is music to your 
ears, telephone, telegraph, visit or write your 
White distributor, or White direct, TODAY. 
Get the Proved Profit Story that can mean 
more money for you! 


WHITE PRODUCTS CORPORATION 
Middleville, Michigan 


WHITE PRODUCTS CORPORATION 
MIDOLEVILLE, MICHIGAN 


Gentiemen: 
Please send me the White “Woter-Hotter™ story, 


yor mn \\e \\ tty beineslotorneed i eteched 


My Nome 


WNW ps 


City 
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FULL PROFIT 


A RE you pulling in full 
Vou Sscil Ir gaocesn ft 


just the strong pendabi 


(tter ar ) p-Vvalu nodels and cus 


itor Wash 


' 


MICIS at « r 
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MODEL 101SWP 
Pinest wringer washer 
on the market! Spira- 
lator Washing Action. 
Amomatic Overload 
Switch. Deep-cushion 
wringer rolls, with 
instant sufegy release, 


And when you put on a “wet demonstration” of 
the DeLuxe Spindrier with exclusive Automat 
how it washes 


opin rinse, any customer can Sséé 


cleaner, rinses petrer, and damp aries faster 


Don't forget proht when you're fishing for vol 


EASY 


right down the line 


+ 


ume. Remember, gives you “full profit 


, 
Dat 


Easy Syracuse l, 


Washing Machine Corporation 
Ni W 


Yi TP 


MODEL 50655 
Easy Spindrier. Spiralator 
Washing Action. Handy 
Fill-and-Rinse faucet. Auto- 
matic Overload Switch. 
New improved Power 
Fhush-Rinse. 


i Sele hs pe oe ote ae 
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‘BAIT... 


right down the line! 





MODEL 3085S 
Famous Easy Spindrier with 
Automatic Spin-rinse! Spiral- 
ator Washing Action. Built- 
in “Cleanflow” water filter. 
Handy Swing Faucets. Auto- 
matic Overload Switch. 





2+ Bears dal) 
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AMAZING OFFER IS BREAKING 
ALL SPACE HEATER SALES RECORDS 


eaters age?! ‘ 
ble ore 


° 
yy con 
ns that ys 1495! 


Superfiaome d 


th thes irresistt 


yHon w' 
eC 
monon oO 
prom 11) A Saving 


le OF 
ing s¥*" pF 
1° 
heating 
greatest 


orts pre 
rep ORE 


, circulator 


versal em 


eat 
ve that 


ce Decale 
sales and 


of all : 
. faster 
sale 


The SUPERFLAME “Gift Superfan" pro- 
motion is completely planned for you. No 
red tape | No complicated details ! You, too, 
can set new sales and profit records with 


QUEEN STOVE WORKS, INC., Dept. E09 
ALBERT LEA, MINN. 


| went to know all about this sensational “Gift 
SUPERFAN offer. Please rush full details and 
name of my nearest distributor 

Fium Nome 

Address 

City 


By (nome) 
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CROSLEY TV Sets 


Crosley Div., Avco Mfg. Corp., 
Cincinnati, O 


CROSLEY Radios 


Crosley Div, Avco Mfg. Corp., 
Cincinnati, O 


G-E TV Combinations 


General Electric Co., Electronics Park, 
Syracuse, N. Y 


PHILCO TV Consoles 
Philco Corp., Tioga & C Sts, 
Philadelphia, Pa 


Able 
7 


1 input trans! 
4 eA nea ‘ he 
added sensitivity lard and FM 
yes ‘ rong FM circuit; bu 
c-a ’ 
nts and age; nev *hi - i re _ broadcasts 
alanced beam ning and terminals for | M dipole antenna 
are ipplied ur Wynapower 
speaker ; 3-speed record changer plays 
all 3 types records; with GE reversi 
ble stylus; 18th Century mahogany 
inet with full length doors; Ni 
controls; 20 tubes plus 5 rectifiers 1ORK2 has a blond Korina wood cabinet 
Hepplewhite cabinet Prees: 16K1 $449.95. 16K2, $469.95 
No. 1443-XL. has 14 in. rectangular ectrical Merchandising, Sept. 1950 


extra power tor 

new hig sensi 
rik electronic built-in aeria 
‘m and static-free FM sound 


mated station selector and simple 
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LONGEST PANEL TRUCK 
IN THE HALF-TON FIELD 


is the Model F-1 Ford Panel. 94.4 
inches of load space length back of the 
driver's seat lets you handle TV masts 
and aerial tubing and other long objects 
that need a lot of “leg room.” 


MORE LOADING HEIGHT THAN 
ANY OTHER HALF-TON PANEL 


is yours in the Model F-1 Ford Panel. 
Maximum height of $5.4 inches lets 
you handle washers, refrigerators, 
ranges and other appliances that need 
lots of “head room.” 





% 


pais 


ae 
5 Ford Truck models Y 


ane ne of over 
ranging trom 95-h.p. Pickups to 145-h.p. Big Jobs. THE FORD F-1 PANEL HAS THESE TEN BIG ADVANTAGES” 
OVER THE FOUR OTHER LEADING TRUCK MAKES: 


TEN WA Ys BETTER—AND . pad 8 inches more loedspace ©. Up te 15% greeter frame section 
THEN SOME...than the 


Ford F p 


Up to 4% inches more loadspace Ou filter end 1-qt. off beth alr 
height. cleaner standard. 


Up te 300 ibs. less chassis-body Twe tail lights ere stenderd. 


m dead weight to lug cround. Better Integr: aders 
4 other leading makes! - Up te 18% more brake lining orea. abate —totag = 


» Leedemertic ignition for better per- * Only ford offers « power choice 
formence, lower gas consumption. of V-8 or 6-cylinder engine. 


MAIL THIS COUPON TODAY! 


FORD Division of FORD MOTOR COMPANY 


Ford Trucking Costs Less Because - 


Send me without charge or obligation, detail 
speciications on Ford Trucks for 1950. 
ru. une 0) HEAVY DUTY MODELS [) 


LIGHT MOONS () EXTRA HEAVY DUTY MODES [) 


Name 
(Please print prlasmly) 


Address 





Using latest registration deta on 6,592,000 trucks, 
lite insurance experts prove Ford Trucks lest longer! 
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@ Brand new from the floor up, that’s the new 
line of smash value General Electric radio-phonc- 
gtaphs! Featuring sensational G-E Electronic 
Reproducer for the world’s finest record repro- 
duction ...a single tone arm for all 3 speeds, all 





sizes of records . . . cabinetry outstanding in superb 
styling and choicest mahogany or blond veneers. 
Backed by an avalanche of profit-building promo- 
tion, there’s a sure-fire value for every purse and 
taste. It will pay you to get this whole, exciting 
story from your G-E radio distributor today or 
write General Electric Company, Receiver Division, 
Electronics Park, Syracuse, New York. 
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3-SPEED VALUES! 
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~A BIG HIT EVERYWHERE! 


antryette 


the all-steel wall cabinet 


with sliding glass doors 





and “inside-outside” lighting 


Created by MORTON 





makes 


PANTRYETTI mbol of the Morton © Kitchen-ot-che- Yea 


} / } } 


who demands high utility 


For PANTRY! I I} one combines all 


as well as 


steel construction sloping front 


ide” lighting! Ic is easy to install 
iny desired height. Sell Pancryetres 

r tor extra sales witl sink, range or 
Center 


TOTALITE Outside” Lighting 


Ihe TOTALITI 
ELIE floods wor 
rhy 


teri ALM Ww 


Convene 


Only MORTON makes Pantryettes —Only MORTON dealers sell them 


“Morton. 


MORTON 
MANUFACTURING COMPANY 
5125 West Leke Street, Chicege 44, It 
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TELEVISION 


W, 16-in. mod 


y and walnut re 


16-in. round picture 
pe W a * y cabinet 
No. (0, 1 mahogany consol 
with doors 
No. 197, 245 }-in. models in ma 
kogany calunets 


MECK Table Telesets 
Johan Meck industries, Inc., Plymouth, 'ad 


VM ode Nos. MM-510T, MM-5121 
and MM-516T table TV receivers 
elling Features: MM-510T has 10 in 
tube plus 15 tubes and 3 rectifiers; 
variable condenser tuner has high-low 
band tuning controls; 5-in. PM speak 
er; bh in antenna; simplified con 
trols; mahogany cabinet with silk 
creened maroon and gold glass mask 
nodels and N 

rectangular picture 

mtained in all mod 

ilt-in antenna with triple 

| pickup nly 2 front 

I tric Gun” shoots needle 

tor “Movie-Clear” picture 

Disc TT 


f tN US 
t ishes; 514 
$559.95; 4130 s 
to $249.95: 6140 
ndenser ; built-in ar nd $339.95 walnut 
5-in. PM s, $ 5 to $319.95; 12}-in 
l 219.95 to $249.95 
screened maroon and gold glass mask Blect il Merchandising, Sept. 1950 
MM-S516T, 16-in. table model has 
mahogany cabinet with glass and roy 


15 tubes, 3 rectifiers oT 


elver tas 
former oper 
implies mtr 


mahogany wood cabinet; silk 


tinw 1s tunes 
Prices: MM-S10T, $99.90: MM-S5121 
$149.90; and MM-SI6T, $199.90 
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PHILCO 16 in. Table Telesets 
Philco Corp., Tioga & C Sts., 
Philadelphia, Pa 


1606 and No. 1602 table 


106 has a 145 


It-in aerial 


SYLVANIA TV Consoles 


Rodio & Television Div, Sylvania Electric 
Products Inc., 254 Rano St., Buffalo, N. Y 


; Aa 
1408 and 
i 
1oors 
)M, B and W 
bie In mahogany 
spectively 
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What does this mean to you 7 


You CAN'T BUY AGOOD CLEANER FoR LESS 


YOU CAN'T BUY A BETTER CLEANER FOR MORE 


. At $39.95 tor tne tull-sized, full-powered Upright $74-95 MODEL T-4 


N el F-10, -T- cle at set. € ; 
fodel F-10, or the Thrif-T-5 Tank Cleaner tanith pare 

$49.95 (with attachments), there are no other plete with 12-plece etfech- 
cleaners of either type on the market that ment oot. 


can compare. 


Money can’t buy a better Upright Cleaner than 
the F-11 or a better Tank Cleaner than the 
Dyna-Matic T-4...both with the exclusive 
Toss-Away® Bag. 


Once you have compared these Cleaners with 
all others, you can demonstrate that “You Can't 
Buy a Good Cleaner for Less... You Can't Buy 
a Better Cleaner for More!” 


When you sell the complete Westinghouse line, 
\ you have these profit advantages: 


1. A type of cleaner for every prospect's needs. 

2. A price range to fit every purse. 

3. The exclusive Westinghouse Toss-Away Bag 
in either Upright or Tank models. 


4. A name recognized for quality. $69.95 $59.95 $39.95 
WESTINGHOUSE ELECTRIC CORPORATION MODEL F-11 MODEL F-9 MODEL F-10 


2803 P Custem Tess Away De luxe automatic.  Econemy-priced. 
Appliance Division > Mansfield, Ohio bees eatet, Gundeiineait dem I sieaderd Avie- 


beg. 

















ELECTRICAL MERCHANDISING—SEPTEMBER, 1950 163 





RIC Al 
LLIUAL ul 
-_—, 
Hes tla 


ANTENNA BRIEFS 















Two Peerless “Golden Wand" : 
loor television antennas that cover 
th r\ nd FM bands are an- 
d by Peerless Products I: 
lustries Ir R12 N Pulask Rd 


i ig | th models have 


EIGHT SECTION 


FOR avitact zt 
. Ne woe . 
WwW eALPeUT Fars 


‘34:25 saa 

































‘ Ward Products Corp., Cleveland, O., 
: \ anv'ennas A new y AGI, based 
" mn interlinking folded dipole | 
} provides good performance ir 
j ; inge areas of weak signal strengt 
: Narrow beam width permits maxi 
| j tivity with high front to back 
: ratio eliminates co-channel r 
®, WA 
a ence 
if New Airflight nical antenna d 
Ne é gned for good response on all 12 
\j a ar wi t 


W 


SIX SECTION 
FOR VERY SMALL FOOMS 
ivoReyY O8 WALNUT 













wait gh band with good per 
i 
~— TEN SECTION formance on the low. Pinpoint d 
$9935 FOR LARGE ® ma rectivits t ntrat energy, el 
onan ae . — — nate and interference 
* “4 { 
A fee Behe he Le $39.95 
le a RETAK 


Now BIGGER SALES Than Ever! 


for the SAFEST Supplemental Heaters Ever Built 





YOU KNOW THE SALES Power of LIFE 


YOU KNOW THE SUPERIORITIES OF ELECTRESTEEM 
the original Steel Portable Electric Steam Radiator 








f , 4 a La d Z 
al fhem lagethet aud whal da gau 4a 


@ Bigger Public Demand 
@ Greater Dollar Volume 
@ Faster Turnover of your Investment Telrex, Inc., A Park 
@ No Service Worries ' ‘ 
@ No Installation Problems M 
There's no other heater on the market like Elec 
Silavox 


tresteem! True, it has to heat the water betore it 
heats the room. One won't heat a ball room—yjust 


is one fan won't cool a ball room, but 




















You can guarantee that Electresteem Radiators 










roaduce more heat tor less money. And, above all 


they are SAFE! 





Be ready for the big demand this fall. Write for 


full details TODAY! 





yew! ore ; 
Pr : or] €y ~ — 4 ij peel g ww 


& BaByY.BOTT BABY CHEF, 8 t t+ aker rcuit of a 


vAPOMIIRS $595 VAPORTIRS 6 gg aaene Sas Sond WHS 91.99 bos 


ELECTRIC STEAM RADIATOR CORP. 
1 ELECTRIC AVENUE PARIS, KENTUCKY 


n Cenede Write Electric Steam Radiator Co. Terente, Onrtarie 
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BLACKSTONE 
QUALITY 


Begins at °*94.95 


@ No manufacturer in the 

industry can match Blackstone's 

76 year record for uninterrupted 

production of quality home laundry 

equipment. This record has earned Black- 

stone the respect and confidence of millions of 
homemakers and thousands of dealers. From the 
lowest priced Blackstone Wringer Washer to the in- 
comparable Blackstone Combination Laundry, you will 
find Quality and Value in every item of the Blackstone Line, 


BLACKSTONE CORPORATION, JAMESTOWN, N. Y. 

















CW C — Se , 


SH Ba fr Cr | SB Tw Htiney 











BLACKSTONE | THE QUALITY LINE 
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Ranges equipped with TK Mono 
tubes sell faster. That's because the 
TK Monotube is the most easily 
cleaned unit ever made. House wives 


a 


advantage. Just lift the coil 


“go for’ this easy-to-demonstrate 
remove triangular sup 
port wipe the drip pan and you're already halfway 
to a sale! Women quickly visualize hours saved in the 


kitchen, promptly sell themselves on your range 


( ) Easier to Clean 
“ All the Way. 
fF rd ¥ 
~ w 
1) 


~~ 


Monotube equipped ranges 
have no exposed wiring to ac 
cumulate dirt and grease. Lead 
wires and terminals are concealed and protected by 
a special sealed sleeve. Wiring is out of sight, out of 
mind a feature women like There's no need for the 
housewife ever to see the wiring or the terminal 


connections 


Fast, Simple Operation 


All heats trom “high” to “warm” are in the same 


single coil. There are no special switch positions to 
remember, no “hot spots” or “cold spots”. The home 
maker has as much or as little heat as she wants— 
simply by turning the switch. And when she’s in a 
hurry, she gets faster heat with the TK Monotube 
because its flat surface provides up to 432.8 more 
contact with cooking utensils. These and other advan 
tages are the reasons why most manufacturers today 
equip their ranges with Monotubes—the units that 


appeal to pretty hands—the units that help you pile up 


pretty profits! 


Pretty Slick—That TK Mono- 
pack Merchandising Package! 


It's bringing new business into 
service de partments every 
where! 12 units, an attractive 
display, envelope stuffers—everything you need to 
put your crew to work on profitable remodernization 
business is in the one handy package. Ask your dis 


tributor for details. Or—write to us. 


Want to know more? 


This new catalog contains complete information 


on TK Monotube replocement units, explains 


mstoll them in all ranges. Write for 
py 5 


Bees IG 


TUTTLE 


@®a 


& KIFT, INC. 


DIA VA A 
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MIRRO-MATIC Pressure Pan 


Aluminum Goods Mfg. Co., 
Manitowoc, Wis 


Device: Mirro-Mati 
pa 
Selling ! Similar appear 
ance to er Mirr Mati pressure 


pans; wi flat botton 


ugs heating 
elements, provides fast cooking with a 
nimum of steam; suitable for flat 

, to i Ihe 

Mason jars 


ins and 


Improved Procter Ironing Table 


Proctor Electric Co., Inc., 
Huntington Park Ave., Philadelphia, Pa 


ed Mary 


PLASBOWL 


Plastray Corp., Fisher Bidg., 
Detroit 2, Mich 
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SELL THE 


FOR BEST RESULTS 


AMONEVYW ELL 
INTERMEDIATE RELAYS 


In EVERY installation, Honeywell Intermediate 
Relays are highly favored, both for their simplicity 
of design and dependable performance. An all-time 
favorite is the R182 Universal Relay, widely used 
in applications involving the control of line voltage 
loads with simple, inexpensive 24 volt control 
circuit. The relay contains a step-down transformer 
which eliminates the need for costly line voltage 
connections to remote switching stations. The 
R182 is particularly popular in controlling remotely 
located small electric motors, exhaust fans, illum- 
inated signs and other lighting or load circuits. 


Three models are available: (A) Single pole 


switching action; (B) Single pole, double throw; 
and (C) Double pole, double throw. 


Another highly popular relay is the R19 Inter- 
mediate Relay which performs various switching 
operations requiring a single pole switching circuit, 
only. Honeywell has a complete line of relays for 
all applications~all built to render long-lasting, 
trouble-free service, backed by the greatest name 
in automatic controls. Get the full facts from your 
nearest Honeywell branch, without delay, Minne- 
apolis-Honeywell, Minneapolis 8, Minnesota. In 


Canada: Leaside, Toronto 17, Ontario. 


DEPENDABLE CONTROLS 
COST LESS THAN SERVICE 


Honeywell 


FIRST IN ™ CONTROLS 
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THE CHINESE CLASSIC 
19-inch Combination, AM-FM 


THE CHINESE CLASSIC | Hond- Decorated! 3-speed changer, 12-inch speaker 

19-inch Combination, AM-FM Mahogany Veneer $750° 
S-speed changer, 12-inch speaker Avodiré Veneer $775" 
In black, ivory, green or red $865" 

Avodiré Veneer, decorated $875" 


of; Cul Yh Sy Lit MM) 
J 





THE CHIPPENDALE 


if-inch Console, full-length doors 
Linch speaker & BIG-AS-LIFE PICTURES —on table models, consoles and combinations 
Mahogany Veneer 395° - 
; $ with 16- | or 19-inch tubes 
& TRUE-TO-LIFE TONE — with the famous Stromberg-Carlson audio sys 
tems and concert type spe ike rs 


& EXCLUSIVE LONG-LIFE TUNER -no rubbing or wiping contacts to 


wear out or get “noisy —precision tuning for clearer, sharper pictures 





THE PROVINCIAL 


( sole ! aker 








Mal vy \ $339.95" 
Avod \ ‘ $349.95" 
\ enec $349.95" 





THE TREASURE CHEST 
6-inch Table Model 





Mahogany Veneer $289.95" THE MERCURY 
Avodire Veneer $299.95" 16-inch Table Mock 
Mahogany Veneer $269.95" 
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THE 187TH CENTURY 
19-inch Combination. AM-FM THE GEORGIAN 


3-speed changer, 12-inch speaker 


Mahogany Veneer $695° 


Why 


~ . 


Sin i Mite Galan a Back ac tee a 
y 
y 


19-inch Console, full-length doors 
12-inch speaker 


Mahogany Veneer 


Mahogany Veneer $429.95* 


STROMBERG - CARLSON! 


*& PERFECT “TEAMING” OF SIGHT AND SOUN®D—tuned together on Stromberg- 
Carlson's improved Intercarrier System 

& FINE-FURNITURE CABINETRY authentically styled, master-craftsman built, all 
cabinet surfaces hand-rubbed 

*& “HIDDEN VALUES” in advanced « ngineering features that give you demonstrable 
exclusive talking points 

And beyond all this, you have the great tradition that has made the name Stromberg 
Carlson the “buy-word 


for superior performance for over a generation 


Stromberg Corlsen Compony, Bochester 3, NM. Y in Conede. Stromberg Cerisor Co 


y) . , 
and th Ii ade M00.. +e 


THE KENWOOD 
17-inch Combination, AM-FM 
3-speed changer, 12-inch speaker 


Mahogany Veneer $565" 


THE MAYFLOV/ER 
AM-FM-Phonograph 
sutomatic record changer 
THE DYNATOMIC 12 ’ -”" 
1CD I R : : ; ‘ einmen spea “eT 
A en =e ce Mahogany Veneer $275" 
$31.95" Avodiré Veneer $285' 
$33.95' 


$34.95' TSlaghtly higher in South and West “plus tox. Slightly higher in South end West 


ELECTRICAL MERCHANDISING—SEPTEMBER, 1950 169 

























Getting Rid of White Elephants 
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, ; an ae 
Wusiastic a ng and promotion stock. There was an  Uunadvertist 
manager, was an able assistant to clearance”, which was promoted | 
Hubbard in originating and carrying by letters to customers already 


yut these plans. Windows became out store’s books. This emphasized items 
standing. Advertising was effective of which there were only one oF two 
and often humorous. Store activities on hand—not tair to advertise. | here 


¢ ih indicates 1 ance”. aitet 
brought customer in to be sold. The was a “pre-inventory Clearance t 


‘ ‘ bal 
entire staff helped to plan and carry which the store was actually clos 
“ Ne | > 
it these events, and found them highly lay for inventory. There was a l¢-sale 
, he earond record sel 
profitable in helping win comimmussions. m records, the second re ¢ £ 


yenny additional Note that the 
Bringing Them Into the Store af , 


vt cut in half, alt 


’ 
’ } } ster ‘ *; 
Every pportunity was used to at effect was the same The c sw 
tract custome to the store. Outside = gti] sold at full value, even though t 
tions were welcomed, but prize econd of t air was pt 


’ 


Warehouse Sale by Service Men 


lhen there was t ware se 





With the center-by-center Capitol way, pI 
you sell a center at a time or all at once — ise to waste time or ing prospect tiot 4 gO 
to suit the budget of the housewife. It’s in the othe , new na and thoroughly yyed tl 
as simple as this... t I 

























ao 1~SINK CENTER. Every housewife is - : “ = > 2 ° . ting | , ero yn was the insight 


A oe attracted to a modern sink center, where out 6,500, all of them people w ( ent got into selling 
aA she spends most of her kitchen time. She ad + contact with ¢ t , t ange that 
( ee can select a sink that best suits her taste During thre ths of active pron ( t roa to their 
: and needs. An exclusive Capitol one-piece 1 998 na vere added t 
| 2 wall cabinet completes this distinctive 


center, 











} Keep the Crowds Coming ese eve! vith consider 
2—COOKING CENTER, Capitol’s exclu- Store < t vit f regularity through the first weeks ; 
i sive one-piece wall cabinet with unique 1 hal t k ind store nt f t tor operatior : . 
{ open shelf makes a useful, attractive and ’ 9g rowd wl ilte gy a fair inroad 
uniform unit above any range. An addi- ' ilua f they ar t too large xe Inevitably, howev« 
tional Capitol wall and base cabinet give ' undled. Mr. Hubbard has studied thet va lerable cat-and-d 
convenient, efficient work space and com- t ' { keeping the attendar material left t ve disposed of. This 
plete the Cooking Center \ trib t wh t y at va f 1 together 
throug the t No one ] W t i t Sa Pr 
3~—REFRIGERATION CENTER. Now, to resent at an actual drawit t 
complete a beautiful, work-saving kitchen, ta to win the Ads are care thing feautr kiv a 
. the housewife can choose from the wide fully phrased to avoid emphasis ot ireat ket , 
“ selection of sizes available, the base and t rr one ho the dav. | 
wall cabinets and perhaps a broom or ire spa 
<_<" - linen cabinet, for convenient arrange- ene a mene a ae 
. ment around her refrigerator ike selling difficult. Wherever 
\ Thus, this center-by-center approach sim- iene If a weig ne ° 
| - plifies your selling efforts and simplifies » tent f ‘ e wu Miko MIXER; 
, ' the housewife’s kitchen planning. And, ‘ : aah ; poi 


: : ; 
has a snow-white baked enamel 


Ss te reme! ber to tell her that every Capi- ’ dy , veik | 
tol steel cabinet is bonderized : , ‘ ’ , " >| 
va : ‘ é 
finish, and is tested and approved 
by the Steel Kitchen Cabinet In- 
stitute 


Getting Rid of Overstock 


a : = ; 
THE he mid aig y 
LINE “A Kitchen of the Future : , : E . x ee 2 i 
Today.” ows ‘ y 
Sos ar ca A , nt 2 — 
<a | fie ane amd ¢ : nks and plast P } 


THE MAN WE'RE LOOKING FOR MUST BE A 


MUBENY BROTHERS, INC., 618 E. First Avenue, Roselle, N. J. vents calculated to get rid of ove GOOD MIXER’ 
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Fall 
more than 28,000,000 


advertisements on the 


America’s No. 1 
POLISHER a» SCRUBBER 


Greatest Value 
Retailing at Lowest Price 


DISTRIBUTORS 
1M ALL TERRITORIES 


DISPLAY * PROMOTE * ADVERTISE 


REGINA 


Write for free dealer helps now! 


‘| =< 


ERED lb paticin, haw 


na Mr Regina Polisher dealer helps 


(cn) = 


ADDRESS CITY AND Z0n8 


The REGINA Corporation, Rahway 2, New Jersey 
Please send 
Name and address of distributor for my territory 


“ 


SIONED 
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Model 425-CVM — Mehogeny; also 
evoilable in Blond (Model 425 CvB) 


a 


Clevedon 


SENTINEL RADIO CORPORATION 
EVANSTON, ILLINOIS 





Ale 


SALES FEATURES 

















With Sales Ape | 


Fade-proof Blond and Rich Mahogany 
It's breath-taking—and sales making. As satisfy- 
ing to the soul of a furniture loving homemaker 
as a concert grand piano, yet as compactly 
beautiful in design as a tiny bracelet watch! 

And loaded—simply loaded—with features 
that cinch the deal! Tremendously large distor- 
tion free 19" Eye-Resting black picture tube 
with built-in neutral density filter and all the 
other volume building features that distinguish 
EVERY new, 1951 Sentinel: World's first 
TRULY automatic, flick-of-a-switch tuning, 
“Concertorium”™ sound system, “Program 
Puller” built-in saneable antenna, and so on 
and on miles ahead of the pack! 


Yes, st’s really alive—and LIVE merchants 
well phone, wire or write their Sentinel Distribu- 


tors RIGHT NOW 


Sentinel TV 
Snubs 
Service 
Calls! 





SEPTEMBER 





1950 






Getting Rid of 
White Elephants 


eee CONTINUED FROM PAGE 170 





andise i 
\ t ess that it was 
t y w tha ma 
t t Wa ‘ y so 
‘ ; wT 
I whole thing was kidd These 
i ims a a ecau tt 
ent on the part of the 
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ind before the day was over 
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So effective was thi promotion that 
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t There ‘ alway I ta 
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relves to ake VAY t rea 
' 1 1 
wving it ! el Phe will a 
wavs be trade-ins to be disposed of 
2 . : : , 
Moreover, the wholesalers, with an ey 
to clearing their own shelves, a1 
' ‘ 
ways ready with specials to ich a 
' 
event. It disposes ot a iot.: ie! 
andise otherwise difficult to move and 
a 


it opens the way for selling ett 
placed where it should be through the 
remainder of the year—on the article 
which will sell at full price because 
they are up-to-date and desirable 

Full-Price Market Unharmed 


You ght argue that a lot 
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+, ARDMPETE==PINER TOL 
YOU CAN SELL 707 fess than ID 


FULL 77 
PROFIT * 


for you even 
at this Low 
























TIMED FOR THE BIG 
GIFT SEASON AHEAD 


the NEW 








14 PIECE TOOL KIT “A COMPLETE POWER 


ae TOOL KIT FOR LES: 

? Q5 rim = a «THAN THE PRICE OF 
oll ® ; La | iF THE TOOL ITSELF! 
Qo SS i A: IT’S FAST 


COMPLETE WITH THE FAMOUS “SE i Ad BECOMING 


CASCO 20,000 RPM POWER ue rena | AAS 
TOOL & ACCESSORIES THAT 44 us A td A SELLOUT! 


DRILL, GRIND, SHARPEN, SAND, 


" POUSH, BUFF, ETC Li Sg BE SURE TO COVER. 
ei Ew” YOUR OPEN STOCK NEEDS 
INTRODUCTORY FOR THIS SENSATIONAL NEW 


| a “95 cascocnat 












6 orover.... 





IT’S A TERRIFIC ITEM 
FOR XMAS PROMOTION! 


ORDER thru your wholesaler 














Fully Vented CIRCULATOR 


Modern in design. compact. effi 
cleat in operation. Provides clean. 
dry heat and eliminates sweating 
walls end windows. A special 
salety tecture: the brass velve 
and pilet are lecoeted behind a 
closed door at side and ges can 
not be turned on by accidentally 
brushing ageinat 4. Finished in 
rich. brown porcelain enomel. 
AG.A. approved Made 
L?.G. @as oF Natural 
Mig. gas 


for and 


Retails around *24%5 


No 
No 
No 


14 
$i’ 
920 


if high, 12 
if” high, 12 
19 high. 19 


wide, 9 
wide, 9 
wide. 9 


RADIANT GAS HEATER 


For fireplace or living room. -it's 
cheertul and an excellent heat 
provider. Body is in one piece 
finished in brown porcelain en 
amel with harmonising brown 
and ecru backwall and ractants 
Rellector and dress quard are 
chrome plated. Solid brass valve 
and durable castiron 
AG.A. approved 


174" high, 1849" wide, & deep 
20.000 B.T.U. Shipping Weight 31 
Ibs 


burner 


No. 2205 tor Natural and Mig. gas 
No. 22058 for L.P.G. gas 


Retail around 414%5 


BATHROOM GAS HEATER 


A leader in the tleld. White porcelain ename! 
finish. Closely drilled porte give rapid igni 
tien and positive. even carry over on all gases 
Ineures clean, well distributed flame. Burne: 
is held in place with a single screw: it's easy 
to remove for cleaning. 14':" high. 11 
S*s 
No 


No 


wide 


deep 
10C ter Natural and Mig. qas 12.000 B.T.U 
8,000 B.T.U 


Retail from *3°5 to %4%5 


10C.B tor L.P.G. gas 


See ai your jobbers or write for details and 


counts on complete line of gas and ele 


heaters, portable ironers. lawn sprinklers 


deep 


deep 


14.000 
deep 


d 


tric 


etc 


20,000 B.T.U. Sh. wt. 38 


4 


* 


rg PS If. 


: ahh e aie hs sok 2 


B.T.U. Sh 
17,000 B.T.U. Sh. wt 


26 Ibs. 
27 Ibs 
Ibs 


wt 


ll 


WHEN 
IT’S AN 





AND ALTHOUGH WE GIVE THANKS FOR UNIT SALES OF ACCEPTED APPLIANCES, 
WE WOULD BE GRATEFUL IF CLOTHES DRYERS AND DISHWASHERS WOULD DO SETTER.” 











This Dealer Sells the Builders 








AR MSTRONG 


DEPEND ON IT! 


IT'S THE BEST 
OF ITS KIND 


ONTINUED FROM PAGE 75 





Proving the Profit 


How About Kitchen Units? 


GOSH, MARTHA, YOU'RE AS PRETTY AS OUR 
ELEVEN CUBIC FOOT MODEL! 
SEPTEMBER, 
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YOU'LL FIND no “copy cats” in Samson's 


specialized line of electrical appliances. Every item is SELECTIVE SPEED IRONS 
distinctive i : in § d di Duo-Dial Heat Control permits selection of 
istinctive in appearance, unique in features, and outstanding correct heat for both fabric and ironing speed. 
in performance . . . each designed to be a fast-moving “best seller.” Streamlined design, perfect balance, comfort- 
: grip, safety-tilt handle, full chrome plate, built- 
See your Samson representative today—and get set for 


in cord. 4 models. Underwriters’ Listed. 
volume sales, quick turnover and sure profits. 


STITCH 'N’ IRON 
TRAVEL KIT 

A perfect traveling accessory. 
Includes needles, thread, darn- 
ing cotton, thimble, scissors, 
various types of pins... plus 
Samson Fold-Away Travellron 
...all packed in a rich, plastic- 
covered maroon case no bigger 
than a book. 


Scape ES LP eT OT ee 


= 
= 
* 
7] 
i 
% 
& 


SAFE-T-CIRCUIT 
HEATING PAD with 


fica Traffic Light Control 
FOLD-AWAY TRAVEL IRON 2” No fumbling, no guessing —Color-Lighted 
Dial (Red, Amber, Green) gives positive 
heat selection even in the dark. 3 Fixed 
Heats, 4 Safety Controls. 100% Wetproof. 
Removable extra cover. 3 other models, in- 
cluding hospital type, all UL. 


A compact, streamlined beauty that weighs 
but 2' Ibs., yet has a full-size soleplate. 
Plastic handle folds flat for packing, locks up- 
right for ironing. Chrome finish. A.C.—D.C. 


TEMPO-FLEX 
TABLE RANGES VIBRA-HEAT 
4 Dial control gives hairline grad- Oscillating Massager 
vations of burner heat. Steel- , with Infra-Red Heat 
Rock units in cast-iron grids. ‘ 
One-piece ledy in white enamel Combines heat and massage 
’ dl to soothe and relax muscles, 
or stainless steel. Also white . 
qneniel clngtc burner model UL help relieve aches. A beauty 
: pares aid, too. No motor, no bulb. 
| i‘) Safe for wet applications. 
4-HEAT TABLE oan Plastic case, chrome plated 
Been s 3 , j steel faceplate. A.C. only. UL. 
Economy-priced 2-burner model » _ 
gives choice of 4 heats; single 


burner model has 3 heats. i ; 7 
Hammertone grey enamel, one- ; Shewhened ts Saf 
piece steel body. UL. 


Samson electrical appliances come in colorful 
counter-ond-window-display SHOWBOXES that 
stop ‘em, tell ‘em, show ‘em and sell ‘em! 


SAMSON UNITED CORPORATION, ROCHESTER 10, N. Y. 
Samson United of Canada, Limited, Toronto 
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Sandwich Toaster— 
Wattle Iron 


Oe 2: Pa 
Fan Heaters 





Grid-O-Matic makes four large waffles or, 
toasts sandwiches, fries, grills, etc 
One set of reversible Grids. 


@ Available 





No Trouble in the 
Sales Department 


ree CONTINUED FROM PAGE 59 
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Waffle Irons 


| 
’ 
| 


Flat irons 


e 





Ss 


\\ = 20 


Twin Waffle trons 
A dee 


mt 


Vanni 
APPLIRRCES 


Percolator_‘Tws Heat) 6 TE BEST- FOR THE 
% west OF YOUR LNFE 


distributors across the nation 


Modern, attractive styling 


Brilliant, durable chrome finish 


Complete line of table appliances 


Design, engineering and workmanship backed by 29 
years experince making electrical appliances. 
' 


Tested, trouble-free construction - approved by Board 
of Fire Underwriters 


PRICED RIGHT 
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“He” sells water heaters 


You have a water heater salesman right in your 
customers’ homes. “He’’ doesn’t say anything 
but “he” is constantly demonstrating the need 
for automatic, electric water heating.’ He” isthe 
automatic clothes washer you've already sold. 

Every customer who has a clothes washer in 
her home is a prospect for an Electric Water 
Heater. Without a dependable, automatic sup- 
ply of good hot water, the washer can't do an 
adequate job 


So be sure to ask what type and size of water 


PEMCO - 


ELECTRICAL 


MERCHANDISING—SEPTEMBER, 


not words! 


heater your customer now has in her home 
You'll be surprised to find how easy it is to sell 
her an Electric Water Heater, and how many 
actual sales result from this approach. Try it, 
prove to yourself how successful it is. 

The same principle holds true every time you 
sell an Electric Dishwasher, Range or Clothes 
Dryer. Each of these appliances also paves the 
way for an Electric Water Heater sale—the 
dishwasher because it, too, needs a dependable 
supply of hot water at the proper temperature 


—the other two appliances because when a 
home is wired for them it's easier and costs 
less to install an Electric Water Heater 

Even if you don't make the water heater sale 
at the time you sell the other appliance, put 
each customer on your hot prospect list and 
follow up frequently. The job is made still 
easier by the fact that people want electric water 
heating. Industry figures and surveys show that. 
More people all the time are buying Electric 
Water Heaters 


pune es aire cand 
le want! 


ELECTRIC WATER HEATER SECTION — Notional Electrical Manwfecturers Association, 155 East 44th Street, New York 17, N.Y. 


ALLCRAFT - BAUER - BRADFORD - CRANE-LINE SELECTRIC - CROSLEY - DEEPFREEZE - FAIRBANKS-MORSE + FOWLER . 
FRIGIDAIRE - GENERAL ELECTRIC - HOTPOINT - HOTSTREAM - JOHN WOOD - KELVINATOR - LAWSON - MERTLAND - MONARCH + NORGE 


1950 


REX - RHEEM - SEPCO - A.O. SMITH - THERMOGRAY - TOASTMASTER - UNIVERSAL - WESIX - WESTINGHOUSE 
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profitable 
APPLIANCE SALES 


Want “big ticket” appliance salea? Take the straight line to the 


AE ARN A ME EA ORES 





construction market—use DODCE REPORTS, Don’t waste time 
hunting for active prospects ise DODGE REPORTS — you can 
be first in the t place--and the r ght time you know who to 
gee and he t see them 
} : 
H - 
i ; Rigt ! vn business area every day, a definite imber 
; of rea t ‘ et « tracts for nat tion here 
Electrical Appliances 
“ ht. Y an fol p these sales opt vith 
DODGE REPORTS 
\ ‘ ‘ natr n projects are ler wa 
in t ‘ ed in each project (name 
! t ra t / ind 
i i 1 r proj 
- 
! rO HELP YO ELL. | i 
‘ | al wl pr 
| ‘ uk ba kt it the prope 
t ft. I a 
tion, | DODGE REPORTS can mean y first step to profit 
abie appliance iles! 


-—---— MAIL THIS COUPON ----4 
t 

i ve want know about the profitable 

i Appliance Sales i” new onstruction Without cost 


DODGE REPORTS 
Dusimess East * the Rocku 


how con use 


Straight Line my bese 


~ 








Addres 


F.W. DODGE 


fil 


conporation | 


— ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee 





F.W. DODGE CORPORATION 


Construction News Division 


119 West 40th Street, New York 18. NY 


(im ¥ 50 









Get Yourself a Robot Bookkeeper 
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THAT GUY FROM THE HASH-HOUSE NEXT DOORHOW LONG HAS HE BEEN DECIDING? 
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Today and Tomorrow...as Yesterday... 


PROTECT YOUR GOOD WILL 


A Statement by H. L. Clary 
Vice President in Charge of Sales 
Norge Division 


Borg- Warner Corporation 


In these fast changing times, the alert retailer will 
think first of his customers, and will do nothing 
to jeopardize his most priceless asset, good will. 

The manufacturer is in the same frame of mind. 
While he realizes fully the implications of the cur- 
rent international situation and stands ready to 
make his facilities available if needed, he is mind- 
ful of his obligations to those who sell his goods. 
He will do nothing that is not consistent with their 
best interest, first, as citizens, and second, as cus- 
tomers. 

In our own case, we will make every effort to 


continue to supply Norge products. There will be 


ELECTRICAL MERCHANDISING—SEPTEMBER, 1950 


no slackening in our effort to provide our retailers 
with a broad scale selling opportunity. At the same 
time we stand ready to convert to war products if 
the need arises. 

It is my conviction that the appliance industry 


will prove equal to any tasks that lie before it. 


Sincerely, ~~ 2 AD 
Y “Cle 
i, 
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You, too, will want — 
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*% Leader for features 


*® Leader for style 


* Leader for price 
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Ny 
NOW! a FULLY AUTOMATIC 
ANTENNA ROTATOR BY ALLIANCE 


The New HER 


with The Most Accurate Indicator On the Market! 


JUST SET THE POINTER 
AND FORGET IT! 


* AUTOMATIC —the new deluxe 
model HIR Alliance Tenna-Rotor is 
fully automatic! The antenna turns 
to any setting on the dial and 
stops. 


* FASTER INSTALLATION — the only 
rotator where no orientation of 
antenna is required. Has special 
“Zip” feature—4-conductor cable. 


* NEVER OUT-OF-DATE—station selector 
dial is eraseable. May be marked for 
present or new channels at any time by 
viewer. 





Only ALLIANCE delivers 
a national TV campaign to five 

million viewers around 60 stations 
® Has more than 250,000 users ° MOVING MYSTIC LIGHT — light moves 
® Comes with special “Zip” feature along dial—shows position while antenna 
4-conductor cable rotates. Pointer indicates antenna direc- 


The femeus Medel DIR alse available with hendy — tion ot all times ! 
Nerth — Sevth — East — West indicetor. Approved by 


Underwriters’ Leboretories — gverenteed for one yeer! 


alliance 
TENNA:+ ROTOR 


TV ANTENNA ROTATOR) 
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sir is detachable with steam unit FLASH BOILER built-in type Woter reservoir is detochable for dry ironing. 
Converts water to steam one drop at o time. (Proctor 








FLASH BOILER— detachable type Water reserv 


nmverts water to steam one drop at a time General Mills 








4 4 F ye 

















J \. 


Water reservoir is built into iron. Converts water to steam KETTLE BOILER type—water reservoir is built into iron. Heats all water before 
converting any to steam. (Presto, Casco, Steam-O-Matic and Silex.) 








FLASH BOILER typx 


time xeneral Electric 
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— Know Your Steam Irons 


By MARY R. RIEDEL lone is not the answer to the com 
plete ironing problem. Many fabrics 
require more moisture and a hotter 


ron than can be delivered by a steam 


Excerpts from a speech to the Electrical iron alone. Heavy cottons, linens 
nd vegetable starched fab require 


Women’s Round Table’s 1950 workshop high heat dry iron. They steam 


m very poorty 


irons-——they give steam or dry ironing 


Proctor Electric Co 


Combination Steam-Dry Irons 


mate the necessity of hav- 
) separate irons, the 

ion steam and dry iron was built 
The degree of this flexibility in iron- 
ng i8 a prime consideration when 
opping for one of these new com 
ation steam and dry irons. For, 
} jepate temper while all combination iror convert 
ntrolled accurately to from steam to dry ironing quickly, not 
temper ature——about all { them convert back igain trom 
Fahrenheit, and which dry to steam ironing just as quickly 
steam at approximately 225 It is here that the fundamental diffe: 

23) degrees, Fahrenheit, is ideal. ence in steam irons is apparent 
All available consumer steam irons 


| , 
Sorty Steum lvens fall into two design classes 


‘am irons were just (1) the kettle or pressure type 
ly. Most of to- (2) the boiler or gravity feed type 
irons are combination (Continued on next page) 


irons oniy 
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HELP CUSTOMERS BEAT 
“WASHING FILM BLUES” 


Calgon prevents washing film 

in hard or soft water, used 
with either soap or synthetic 
detergents. Calgon helps every 
washing machine turn out whiter, brighter laundry. The washing 
machines you sell stay sold, costly service calls are eliminated 
when customers use Calgon regularly. Tell them about Calgon 


sell ‘erm Calgon it’s practical and profitable! 








Devel 
mechanical dishwashin 
gon blendes 

| 


ictergents 


lishwashing machines work fine 


wed. No mineral dep 


customer satisfac 
it ‘ ‘ hing film \ } 
sits, n washing m with 


And it's recommended by makers of Househ 


STOCK THESE MONEY-MAKING TWINS! Every time 


a washing applhance you ve 


g i sure-fire prospect for 


this plus busi 


2,840,184,1 80 ads in nine national magazines, 


193 leading newspapers. ..all spread the Calgon Story 
spark sales for you. Why not tie in now ? 


CALGON, INC. « HAGAN BUILDING « PITTSBURGH 30, PA 
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Know Your Steam Irons 
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became every man’s 


necessity 
mn 


i assembly line methods 


an interesting Curiosity ou and others like 


¥ ss than 35 years ago, the electric { refrigerators by 


you staked your 


100 a year were being built 


future on your ability to sell a device which 
salesmen now sell in a single only a few hundred people had heard about 
were virtually hand-made You know how successful this teamwork 
l lful of fam has been 

You've helped the electric refrigerator be 
come a prized health-and-work-saver in 
more than 29 million American homes —as 
much a necessity as the furniture and the 
automobile 

You've helped your industry grow into a 
$3-billion-a-year giant 

11 


And, most important of all, you've had 


al share in making America by far 


rosperous and pleasant place on 

















earth in which to live and work. 


Frigidaire, a pioneer in the industry, is 
proud of the vital part it has played in the 
refrigerator story — proud of the more than 
12 million Frigidaire refrigerating units that 
have been built and sold 

But we are just as proud that our pioneer- 
ing days are not over 

Today, thousands of research men and 
women are at work at Frigidaire and 
General Motors. Their sole aim is to im 
prove continuously on present products and 
to design completely new ones--so that 
your customers’ lives will be even easier 


and you will enjoy still better business 


Published in the interest of the entire Home Appliance Industry and its Dealers by 


SNA A HE 


LR A Oe OO ERE 


4 
4 
: 
H 
° 
7 


FRIGIDAIRE 


Division of General Motors 
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Landers, Frary & Clark 
use Inco Nickel Alloys 
to insure the kind of 


performance that 


builds goodwill for 


brand and dealer 


‘s 








quality nto Un ersal appliance ‘ 


a as 


f It's qualit u can’t often see. It's inside. Covered uy 
- iwa 
. The quality we're talking about comes from the 


nickel lead-wire 


Mr. P. J. Kireher, design engineer at Landers 





THE INTERNATIONAL NICKEL COMPANY, INC., 67 Woil Street, New York 5.N-Y 


erotecting The Promised Performang, 


I N C 0 NICKEL ALLOYS 





PAGE 186 









Get Yourself a Robot Bookkeeper 





ow Universa/ helps YOU make more Sales... 





P; fits pile up faster when one sale helps you make another 
And that's what happens when you handle a line like Un 


The reason: LANDERS, Frary & CLARK, New Britain, Conn 


Nicke! Alloy parts. For example, a small leaf-spring of Inconel® 
a Mone!® connector, a pure nickel connecting strip, or a stranded 


In siz n weight-—in cost these Inco Nickel Alloy 
insignificant. The one ng thing about them is their ability 
certain jol tind to keep on doing then for the life of an appliance 


Clarh be tal ippliances must be reliable and give 
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Cost Control Is Sure 
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Over 30,000 readers in the Television Industry look to the pages of the exciting, informative and entertaining 
TELEVISION MIS-INFORMATION for the “lowdown” on the news, the facts behind distortions of the 


news that rarely make the trade press, and predictions of things to come. 
Here are a few of the two previous issues’ predictions that came true: 
l New Tube Types 
2 The Great Demand for 19” T-V Sets 
3 Advertising Exaggerations 
4 Establishment of Standards for the Industry 
The third issue of Television Mis-Information is on the press! Its circulation will be limited to 40,000 
copies. Be sure you reserve your copy. Mail coupon below. 


KEEP INFORMED! Get the latest information on Sheldon’s complete line of Rectangular, Glass-Metal 


and Round Television Picture Tubes shown in its “General Characteristics & Dimensions’ Wall Chart. 


SHELDON ELECTRIC CO. 


Division of Allied Electric Products inc. 
68-98 Coit Street, Irvington 11, N. J. 


Branch Offices & Worehouses: CHICAGO 7, ILL, 426 S$. Clinton St. © LOS ANGELES 26, CAL., 1755 Glendale Bivd 


KEEP INFORMED! Mail coupon TODAY for your FREE copy of 
Television Mis-Information No. 3 and Sheldon Picture Tube Wall Chart. 


Pees sss ee see eee see eee se eee eS 
§ Sheldon Electric Co., 68-98 Coit St, Irvington 11, N. J. 3 


MAGE [) Send me “Television Mis-Information™ 
NATURAL | Send me Sheldon Picture Tube Wall Chart 
@ 


(They're both FREE . . . but please print your name) 


SOFT GLOW g Name Title 


Picture Tube 4 
Company 
, 


B Street 


L ity Zone Suate 

ee re ee 

TELEVISIOM PICTURE TUBES « CATHOOE RAY TUBES + FLUORESCENT LAMP STARTERS AND LAMPHOLOERS + SHELDON REFLECTOR AND INPRA-RED LAMPS 
PHOTOFLOOD AND PHOTOSPOT LAMPS + SPRINC-ACTION PLUGS + TAPMASTER EXTENSION CORD SETS AND CUBE TAPS + RECTIFIER BULES 
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over 21 Million Copies of 
National Magazines will 
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Good Publicity Secured 
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fhe IWLEX Coronary 


HARTFORD 2. CONN AT THE LONG-PLAYING SPEED IT'S BACH’S FUGUE IN A MINOR, BUT SPEEDED UP TO 
78 RPM IT’S A TERRIFIC BEBOP NUMBER! 








COFFEEMAKERS + STEAM IRONS + COFFEEWARMERS 
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The World’s Most Popular Engine! more 
truckers use Chevrolets than any other make. And 
one important reason is Valve-in-Head engine design. 
For 38 years Chevrolet has been the largest producer 
of valve-in-head engines—engines world famous for 


power, dependability and outstanding economy. 


Lower Cost per Mile! chevrolet’s Valve-in- 
Head Loadmaster engine and Chevrolet's greater 
horsepower at the clutch add up to important advan- 
tages to truckers. They mean greoter efficiency —they 


mean bigger payloads at lower cost per mile! 


Better Buy eee Better Resale! Low first cost 


coupled with dependability and economy makes 
Chevrolet trucks the buy. Chevrolet trucks have led in 
demand and sales for the last eight consecutive truck 
production years ... are far ahead this year, accord- 
ing to current registration figures. Here is proof of 
greater owner satisfaction . . . satisfaction which hos 


Chevrolet's higher resale valve traditional 


made 


across the nation. 
First in demand” § 
\ First ia values 


j 
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Chevrolet Trucks 


CUT YOUR COSTS 
ON EVERY HAUL! 


Chevrolet heavy-duty trucks with Loadmaster engine actually deliver 
more horsepower at the clutch . . . more net horsepower—proved by 
certified ratings on engines used as standard equipment in conventional 
models of the five most popular makes, 13,000 to 16,000 Ibs. G.V.W.* 
Here, then, is power to move big payloads... in a truck with strength 
to carry big payloads ... and these add up to outstanding, all-around 
efficiency. You save on gas, oil and upkeep, cutting your costs on every 
haul! See your Chevrolet dealer—get the full story of Chevrolet leadership. 


*Grom Vehicle Weight 


CHEVROLET MOTOR DIVISION, General Motors Corporation, DETROIT 2, MICHIGAN 


PLUS — Chevrolet Advance-Design Truck Features! 


TWO GREAT VALVE-IN-HEAD ENGINES: the new Loadmaster and the improved 
Thriftmaster—to give you greater power per gallon, lower cost per load * THE 
NEW POWER-JET CARBURETOR: smoother, quicker acceleration response * 
DIAPHRAGM SPRING CLUTCH for easy-action engagement * SYNCHRO-MESH 
TRANSMISSIONS for fast, smooth shifting * HYPOID REAR AXLES—5 times more 
durable than spiral bevel type * DOUBLE-ARTICULATED BRAKES—for complete 
driver control * WIDE-BASE WHEELS for increased tire mileage * ADVANCE- 
DESIGN STYLING with the “Cah that Breathes” © BALL-TYPE STEERING for 
easier handling * UNIT-DESIGN BODIES—precision built. 
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The light that brightens 
a Waffle iron’s future! 





LITTLE indicator lamp in a waffle iron—or 

other types of appliances — goes a long way 
toward winning the customer acceptance that 
makes a product a success. G-E miniature, 
glow, or large lamps can add sales appeal—con 
venience, safety, or novelty. In miniature lamps 
ilone, General Electric offers more than 1000 types 


and sizes — including a new long-life 





pilot lamp designed for appliances 
and equipment where vibration is a 
problem. For help in designing lamps 


into your product, call upon Lamp 





Department, General Electric Com 


pany, Nela Park, Cleveland 12, Ohio Ret 








You can put your confidence in 


GENERAL @@ ELECTRIC 
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NEW POSITIONS 





RCA Victor Div., Mercury Television and 
Radio Corp. of America Radio Corp. 





WALTER ALBERT BUCK JIM OLIVER 
Valter Albert Buck has been elected n Olive as bee na sales 
wesident and general manager of nanager for Mercury Television & 
RCA Victor division, Radio Corp Radio Corp. He was formerly sales 
America. He was previously op wnager for a Los Angeles tur 
rating vice-president of the division t wwufacturer and prior t that 
to joming RCA he served & ad i Meng 
ar im the Navy and retired as a 
ar admiral 


Mitchell Mfg. Co. 


H ward G Haas has , ap 
Thor Corp. inted assistant advertising and sales 
noti manager for Mit Mig 
He 
Landers, Frary & Clark a 
k ard | Almy has t 
‘ t promotion i 
ance i & (lar rm 4 
t \ I 





ROBERT J RUNGE 





by H.C BERESFORD 


Whirlpool Corp. 
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Want more advertising support among families with children? 








Government figures show that families with children, buy more elec- 


BY TEN LEADING GROCERY CHAINS trical equipment than families without children. How much more do 


CIRCULATION they spend? 185° more on laundry equipment, 83° more on re- 
CHAIN STORES GUARANTEE 


frigerators, and 86° more on appliances generally! 
Albers 5) 25,000 heme : PI 8 
American 1,754 270,000 
Bohack 298 45,000 Appliance advertising in Family Circle helps you sell more 
Colenial 374 70,000 
Fivet Mationc! 1,097 200,000 equipment to this profitable market because Family Circle 
Grand Union 295 55,000 has an unusually high percentage of reader families with 
Jewel 152 50,000 
Kreger 2,207 400,000 children. 
Red Ow! 674 55,000 
Sefewey® 2.233 568,688 Moreover, Family Circle carries more articles on appliances and home 
*Six editions: California. Nortiwest. Mountain, Midwest 
W asbington-Richmond, New York Canadian circulation 


equipment than any other leading women’s service magazine. 
wot sold as 4 unit 











Ask che manufacturers of the products you sell, for more advertising 


FAMILY CIRCLE DISPLAY CARDS support in the magazine that is bought for cash by housewife shoppers 
help your window displays tell a 


right in your own sales center . the magazine that gives housewives 
more convincing story by identi 


the most information about electrical home equipment . . . che magazine 
fying your products with the maga Tr 


zine housewife shoppers know that reaches more families with children. Ask for Family Circle. 


CENTERS 
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General Electric Co. 
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Dormeyer Corp. 





‘ 
Scot nan has the wnlv oul burner ‘ om ccotsma gas te er ‘| ‘ 
It r . t r \ scotsman f heat ™“ ~~ 


al pecifically designed for modu takes the place of three in your 
lated firing. Seot money tye ocr, eae modulatin tock. Because one Scotsman heater ts idaptable 
oil valve. What does it mean to your customers? to all three gase natural, manufactured and L-P. 
Automatic heating with cso tee cit New com Change-over spuds packaged with each heater. 
fort. No fire tending. Want to hear more? Send 25,000, 45,000and 65,000 B.T.U. models are avail- 
us a postcard able. Want to hear more? Drop us a postcard. 





Punch your heater sales NOW...have it set when other appliances decline 


SEE OUR DISPLAY—CHICAGO MERCHANDISE MART—11-108 


ar eeatena 


Address a postcard to AMERICAN GAS MACHINE CO., Dept. E-9, Albert Lea, Minnesota 
Weve Manufactured Appliances Since 1896 - Heating Stoves Since 1933 





MAURICE LIPSICH 





Hamilton Beach Co., Div., 
Scovill Mfg. Co. 
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It's Rocking the Industry in News... Excitement... Sales! 
ZENITH’S AMAZING... INCREDIBLE 


‘LAZY BONES Remote Control TV 


Complete Television Program Selection 


From Anywhere in the Room! 


Changes Station, Picture, Sound 
at the Touch of a Finger! 





Never before in Zenith histgry has a tele- 
vision improvement met with such enthu- 
siasm ... more clamoring public interest 
and demand! Overnight? Zenith’s mirac- 
ulous “Lazy Bones” Reshote Control Tun- 
ing has set a new stgsidard of enjoyment 
in television , 

Now ~ from géar across the room — Ze- 
nith® televist6n with “Lazy Bones” Re- 
mote Cefitrol and the famous turret tuner 
aujomatically change programs .. . com- 
wletely adjust station, picture, sound, 
from a tiny control in the palm of the 
hand. And there’s nothing more to tune! 
Not one single knob to adjust or re-tune. 
All the necessary adjustments are made 
instantly automatically! 

Demonstrate These “Most Wanted” Television Features Just one eye-opening demonstration 

. +. You'll Find Them All in Zenith and Nowhere Else! oe gamely 2 Wye see 
— in their own homes for “Lazy Bones” 

New Reflection-Proof Blaxide Picture Tube. In Connection for Phonevision. If and when this Tuning Ease—the biggest thrill in tele- 
ormal viewing position you enjoy pictures great Zenith development is approved as a com vision yet! Feature it... promote it... 
m window and room light reflections, as mercial service and thereby is made available on 


watch your sales climb higher and higher 


s from glare—even in daylight or fully present standards, unit may be attached to bring 
. . : se en! 
the way doctor recommend view high-class costly television progran right into with Zenith all through 50 


your home 


New ‘‘Super-Range” Chassis. Brings in picture Built-in Provision for Receiving the Proposed 
far clearer than before in difficult or distant New Ultra-High Frequencies on present stan 
ng itions where signals are t weak for dards. With a Zenith, UHF tuner strips can be read 
iver ily added to the turret tuner, so that you will not 

have to buy a new set nor will you have to use an 


externa) converter 


15 Millionths-of-c-Second “Gated” Automatic 
Gein Control. Virtually eliminates picture flut 
ter from airplanes, cars, diathermy, et by 
opening a sadionic “gate” for 15 millionths of one 


second, then closing it against interference! 


«om ouate RADIO Pre-Tened ‘‘Picturemagnet’’ Antenna in All 
and TELEVISION Medels. Built-in, and requires no adjustments 
iminates need for external antennas in many 
“Lazy Bones" Remote Control optional at small cost 
on all 1951 Zenith TV models 


ver 35 Years of “Know-How” In Radionics Exclusively © Also Makers of America’s Finest Hearing Aids 
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ONLY 


€VERHOT 


HAS THE 


Beautitul gray plastic 


exterior with on-and-oft 


switch and large temper 


dial. All 


Component parts mMounte d 


iture selector 


on shockproof metal. Each 


cial position sutomati 


Adjust 


canbe made by sight 


illumiun ited 


r touch i the dark 


Cot. 922.72 


a 86". Oval con 
tite blenket. Warmth of 
each hall of blanket may be regu 
lated seperately «f desived. Retail 


price $49.95 


Cet. 921..72° « 86". 
blanket 


Full site 


Cemfertrol Retail 


Single 
price $42.95 


Cat. 923.66 


blenket Single 


Cemfertrol 


Twin size 
Retail 
price $99.95 


All models aveileble in Desert Rose 


Jupiter Blue, Berkshire Green 


.--for FAST moving 


AUTOMATIC 
ELECTRIC BLANKETS 


with exclusive Therm-o-loom... 
an entirely new blanket textile, 


luxuriously soft—a joy to launder. 


Now theres a colortul new package 


erhot electric blankets especially 


ned tor customer 


appeal, It 
frames the blanket, shows 
ture. Will make 


tratin stop 


unter and window displays 


Has 


to handle 


packed in every carton 


r gift appeal 1s CAS) 


kee ps blanket spotle ss 


} 
tor early delivery. See your 


write Sw irtzbaugh 


~~ Gwartzbaugh 
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NEW POSITIONS 





Deepfreeze Appliance Div., Motor Products Corp. 


FL. SACHA 


w A COSTELLO 





Telechron, Inc. 


Schick, Inc. 


EDWIN C PEASE 


American Stove Co. 
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DOW MAGNESIUM RODS 
Mean More Heater Sales - Greater Profit for You! 


— ee 





ee, 


. 
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. 
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This great Dow development is a real sales opportunity 

for you! Now you can sell water heaters scientifically 
protected against tank corrosion. The Dow Magnesium Rod 
bears the brunt of the corrosive attack instead of the tank. 
Your customers can get longer tank life, cleaner, clearer 
water free from unsightly rust. You will have a better 
chance to sell quality heaters when your customers know 
the water storage tank is protected against corrosion 


and premature leaks by a Dow Magnesium Rod. 


And remember that there’s no substitute for Dow Magnesium 
Rods. They are alloyed from virgin magnesium to 

carefully controlled specifications that assure maximum 

life and efficiency. Iron, copper, and nickel impurities that 
reduce the life of the rod are held to very low limits. 

When you sell a heater equipped with a Dow Magnesium 
Rod, you are giving your customer the best protection 


available against tank corrosion and rusty water. 


Leading manufacturers are equipping their heaters with 
Dow Magnesium Rods. They are taking advantage of this 
low cost protection against heater failure due to corrosion. 

You will want the facts too —contact your manufacturer. 


He has complete information. If not, ask him to write to Dow. 


Magnesium Division Dept. MG 


i 


THE DOW CHEMICAL COMPANY + MIDLAND, MICHIGAN 


New York . Boston . Philadelphia . Washington . Atlanta . Cleveland . Detow 
Chicege «+ SM. Lowls * WHevsten + Senfrancice + tos Angeles «+ Seattle 
Dow Chemical of Cenede, Limited, Terente, Conede 
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NEW POSITIONS 





NuTone, Inc. 


“YOU'VE GOT TO SHOW ME” 


And you can show her... 


with a Pittsburgh open-vision store front 


PROHANY r the ountt r to n essential weapon in 
M f pay t / ¥ your wart \ in ! tt 
them ha used a Pittsburgh ope: member tt whet ou modernize your stor 
to show wv of ther merchandise f et lermizat , ‘ ent m the future of y 
front 0 | Pittsburgh (slass and Pitt ore ront ! 
Metal paces the entire stor 


‘ ; am vis ! ‘ p> “ So do a 
on display { jor resacte ! 
create a desire tor 


oe ees Ww the greatest returns JOSEPH M. NEVILLE 
lisplaye | merchandise otter reased busine sv I mnt terms can be 
makes a sale belore the customer « ers nad eve ranged if you des 
alter the store w closes VIS mt goes « For illustrations ane CSE tions of actual Pirtts- 
selling urgh Glass and Pittco Store Front Metal installa- 


ms. write to ernization booklet Just 
eturn rhe coun 


Midwest Mfg. Co. 





CHARLES K. CLARKE 


DISPLAY CREATES DESIRE 


n front this electrical appliance store in 
High P tN. ( disploys th » and the merchandise for sale to the best 
idvantage. The exs © P 


Florence Stove Co. 


’ >I s held securely in place by durable Pittco 
s | . Premier Met add to it ytective value. lustrous, clean-cut Pittco Metal also adds 
*s) nd ’ ' 
N ( ( to the store's appec b two te Doors and Door Frame Assembly complete 
\ 
he cheert pe esign b 


nt, N. ¢ 


and Interiors as ------------~--------- 
by Pittsburgh 


es A. Kendall, High P 


Mubeny Bros. 





/ 





PAINTS GLASS CHEMICALS BRUSHES PLASTICS 


Cory Corp. 


PITTSBURGH PLATE GLASS COMPANY + 
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$34.95. Price subject to change without notice. 


Why this will be 


your best selling year for the 


General Electric 
Triple-Whip Mixer! 


Sales-compelling 
product features 


of-sale 


' ' 
ada, too. 


. plus year-round national consumer advertising, 
will help you make this a great selling year for the 
great new General Electric Triple-Whip Mixer. 


And be sure to see your distributor for tested point- 


You can put your confidence in— 


GENERAL @@ ELECTRIC 


ERCHANDISING- 


SEPTEMBER, 


1950 


. 
New No-Clog Juicer! Squeeses, and auto- 
matically strains, a doven of more oranges 
with ne clogging. A worksaving wonder that 
really sell this mixer! 


Built-in Light! Shines directly down into 
bowl, Customers love it! Makes an effective 
point-of-sale demonstration, Four-quart and 


two-<quart bowls accompany mixer. 


New Speed Selector! Newly designed Speed 
Selector is located out front where it's easy 
to read, Housewives are always sure of the 
right speed, whatever they're mixing! 


3 Easy-to-Clean Beaters! lor faster, more 


thorough mixing —three beaters. No center 


shafts they re easy to clean. Beaters are 


shaped to beat from center to sides of bowl. 


More power than ever! Acsures house- 
wives of constant power and lots of it--even 
at low apee ds, even when miking the heaviest 
batter. Yet it weighs only 4 pounds as a 
portable, 


Low storage! “Vl lip over” feature lets mixer 
be stored under low shelves. Appliance aod 
Merchandise Department General Electric 


Company, Bridgeport 2, Connecticut, 
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POSITIONS 
A COMPLETE ALLALATURE” = maida tan 
LINE OF RANGES! yo 


yeni ‘oss 
- 





“ = 


FOR THE AINEST 
| —— | ——— AUTOMATIC 
LLECTRIC COOKING Ce ae 


4 RANGES 
WITH DELUXE FEATURES! 


i T. K. monotube surface 
¢ MORE heat 





| 
| 
| 











ume 
vs x4 

ST 
a Capehart-Farnsworth Corp. 
GAS COOKING ict manage ofan 


5 OUTSTANDING RANGES! 












































Proctor Electric Co. 





‘MARQUETTE APPLIANCES, INC. 


307 £. HENNEPIN AVENUE . MINNEAPOLIS 14, MINN. 


= — 

i\ = waaay f- Brush Development Co. 
. : , i % 

AMERICA'S VALUE LEADER IN HOME APPLIANCES 
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A\ys 
a3 gusts ou 


n\\e 
i*\\ NEW MODELS ¢ LOW PRICES 


and the NEWEST, biggest promotion program in Bendix history! 


The workless washer that fits anywhere, moves on casters No 
The all-new sh mbing, no bolaung down, no wrnger, 20 spinner A single dial $ 
Cc oes all ‘the work Bowerful Undertow agitator washing. Float 
o 1ALA M AT ! ' lus! j ng. Magic Wondertub (guaranteed 5 years 
away-Flushaway draining g Sy wepeeg Stam 


with new ’ ‘ lain top 
' in writing Gteaming hag ng ] f 
dynamic engineering more new styling than ever betore 














The all-new 
W ith the new, exclusive Rins Saver thar 
£ Cc re) N re) MAT lons of water each a . Saves up to 56 gal 
’ washing Floonwe "Fluhe Powerful Undertow agitator * 
world s fastest-selling y ushaway draining New porcelain 5 
nee 


top for extra work surface, A i 
° mazing Wondertub (¢ 
fully automatic washer years in writing). Single dial control, No ballee deen 


7 . y , J , 
The all-new Uses less water, less soap than any other automatic. No bolting 


down, Dyna-Surge tumble-action washing and triple nnsing 

GYR AMAT | Cc Water Rationer automatically meters water to load size. Built-in 

. Water Warden assures correct amount of water for all fabrics, 

world’s finest washer makes weighing unnecessary. Clothes touch nothing but por- 
at any price celain. Porcelain top gives extra work space 


new design, NEW besuty:, —_— 
peor naar > with auromatic Warer Rauionet an hee 
water ee a y white porcelain top giv es a ine 

» e Lv x . 2 yor Dyna-Surge Reese fan ye tar 

gl Tr 7 — jamp-drying— 

fully automatic Triple-rinsing automatic ¢ 


' 
an unbelievable valve! 


ny in washing 


and 


The all-new With exclusive Pow-R-Vent system that blows hot, moist air $ 


outdoors. New dynamic engineering. New safety control— 


BENDIX machine automatically stops when door 1s opened Suntronic 


lamp (optional) bathes clothes in artificial sunlight 


AUTOMATIC DRYER Electric model $199.95 Gas model $229.95 


rr — 


sal The all-new 
; §.4,) | Chdema if for steam > ne 
<< tt ak ye BENDIX AUTOMATIC A sana Ph usable em ends Rewectalle ye 


For ironing, for pressing 


— height . 
eigh Orrect’ tem peratures — 200° 


ip— HOME IRONER _ ® 12 complete range 


ra 
gm 


$500,000 ALL- GIANT ALL-NEW BENDix 
NEW TV SHOW! | KIX-BENDIX ConrEsr: automay; 


Featured by Don McNeill on his 


s Png peer ts 
? Meath os m + 
MaMa CROs BL Ts # Bh at 3 
. pat 


The Bend ( P fer ‘ { t 
ix ance ota d a a 
Lite ¢ ramous Break ast Club radio 


Reed King—every how tor a full month, starting Home EY? 
ning, 7:30,N.Y.7 September 1 and a ivertiond Ndr 
mber 6th. Fabulous nationally, in full color, in Sundae y 

f - nag g entry newspapers For the first time, Products of 
‘ by Bendix grocers everywhere will be sending Bendix Home A 
ppliances, Inc. 


appliance dealers live prospects! 
South Ben 
“Suggested retail prices - ee 


Knowing all these things are coming up — ISNT IT TIME YOU “TIED IN” WITH BENDIX? 


ELECTRICAL MERCHANDISING—SEPTEMBER 1950 
PAGE 199 





















NEW POSITIONS 











Revco, Inc. 




















..-here’s an 


ELECTRIC RADIATOR 


that’s different—more saleable . . . 
and there are a few high potential 
sales territories still open — 





~ 












FULL 
AUTOMATIC 
CONTROL 

} CAST 
(RON 


EFFICIENCY 





L, THE 


HERMETICALLY SEALED FLUID HEAT 









with such sales-clinching features as these: 


non-freezing flvid heat which never needs refilling 





hermetically seoled 
castor mounted for convenient portability to any place where heot is needed 
dry” air but provides 
controls which provide 


con be plugged into nearest 110 volt ovtlet does not 


pleasent wormth comes complete with fully avtomoatic 

employs 
colors (grey 
fully guvoronteed 


Gutemotic shut-off at ony desired degree temperature ond save current 


immersion-type element that lasts o life time available in three 


meet room decorations no moving ports 


SIZES .. . RATINGS . . . PRICES 


—y 
foe atu Ty verall wJZE | *FAIR TRADED 
Se RATING Length La Me |} RETAR PRICES 

| on 


wolnut, ivory) te 





| 
a4 925 | 64 1160 | 10 Comer | 29.95 
RA ono | 96 | 3385 | 14 Small ~ 39.95 
® = ; 12.8 585 Medium | 49.95 
i | 160 | 440 } 2) Large | 59.95 
PT | 1500 700 | 528 r | Extra 69.95 





220 V or OC avaliable 
wide. 4 tube. Shipped, cssembied ond sealed 


110 Velt Stenderd 
All radiators x 4%" 
ot foctory. Ready to plug in 


overall height 214 


*Slightly higher in West 


distributor con't supply 


get in touch with us direct 


if your 


DEALERS: —_ 
DISTRIBUTORS: 


Ast us for details of exclu 
open 


tive territories 


EASTERN METAL PRODUCTS co 


TUCKAHOE, N.¥. Phone TUCKAHOE 3 8000 


now 












































CARL L. WALLACE 


\ allace 4 “et 2 ted 
ager i nar all 
activits I Nev 
luct 
I eriy pr i 
} 
Y i 
rp 


W H La Ir. has been 
amed direct fact y represe ative 
r states 1 Middl Atlantic 
‘ f ke 


Coleman Co., Inc. 


5 


Raake has | j 


M.G een named man 
of a new major appliance sales 
He wil 


a and Ohio 


ger 
rritory for the Coleman ( 
wer western Pennsylvani 


He has been with 4 na since 
Claude Neon, Inc. 
Len Reid us been made Phila 
‘ \\ 1 Hard 
\ " laud 
Ww 
ber 
Lewyt Corp. 
‘ N. Ma " ‘ 
t ana cwrt va 
‘ sale lex Arkansa 
ana, Okla i Ar ‘ee! 
and Valve ( 


Viking Air Conditioning Corp. 





Lk we A M Cord has been named 
istrict represet ef Viking Air 
i g Cor n { ! 

2 area. He will s pa 
i 1 We KY t t 
r arter ¢ “ 


American Central Div., 
Avco Mfg. Corp. 


William H. Neil has 


been a; 


ted Dallas district manager by 





e American Central vision of 
Awco Mfg. Corp. Dor C. Put 
im has been named service 


gineer for the eastern region 





SEPTEMBER 
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Samson United Corp. 


Lewis Vogler has been named ¢t 
eed William G. Church as vice 
president u arge of sales for San 
son United Corp. Mr. Church will 
levote full time to a national sal 


w ganizati caring his name 


' 
¢ founded several years ago. 


Scott Radio Laboratories, Inc. 







M. Sandwick has been named 
indising nanager for Scott 
Radio Laboratories, Inc He was 
wit Magnavox Co. prior to World 
War II. Most recently he has beer 
t Berman Co., Washing 


: Henry O 
' 





{ distributors 
Glenn E. Webster, former NBC op 
‘ ms supervisor and electronics 
it executive, has been named 
listributi manager Scott Radio 
! itor I 


Andrea Radio Corp. 





JACK L. HOBBY 


1 Hol as bee named 
ind a promotion 
f Andrea Ra Corp. He 
i pr ma 
ipehart-Fa vor 
i fa l rly ex 
x the firm, ha 
P inager of Andrea 
P idelphia region 
Ha N. 4 Iman, formerly oper 
anager ! LD W May 
has en tf 1 assistant 
\ | 1 
A. ©. Smith Corp. 
H. L. Bilsborough, assistant mar- 


for A. Q. Smith 


. ‘ er heater d 
" 1 to head wate 
West ( 1 

be in I 


Minnesota Mining & Mfg. Co. 


rd I (sustatsor has beer 

erchandising manager of 

c al and sound tape record- 

g ¢ f Minnesota Mining 

& Mig. ( George A. Milloy has suc 

ed as head of the division's 
sales oft lepartment 


MERCHANDIS! 








NG 





Lowest Price 


BIG 16” TV AT LOWEST PRICE EVER FOR A FULL SIZE CONSOLE 
COMPLETE WITH BUILT-IN DIRECTIONAL ROTO-SCOPE ANTENNA 


A smashing leader! A perfect ‘‘step-up" to higher ticket 
items! Gives you every wanted console feature: B-1-G 
glare-free 16” Admiral “Filteray” tube with movie-clear 
pictures that are CLEAR CLOSE UP... super-power to 
make customers happy even in “fringe” areas ... the 
powerful station pick up of the exclusive Admiral built- 
in directional Roto-Scope antenna... all in a full size 
console with high-lustre mahogany finish that is scratch- 
free and stain-free, Add the consumer acceptance of the 
Admiral name, and you have today's outstanding leader 
on which to build high profit console volume. But order 
now, to get your share of limited quantities. 


NEW I95l 


26R12 
Pius Tox 


On TY “STOP THE MUSIC,” ABC, Thurs, 8 P.M, EDT, 
“LIGHTS OUT,” NBC, Mon, 9 P.M. EDT. 


Price subject to change without aotsce 
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WASHINGTON CURRENTS 


ONTINUED FROM PAGE 16 




















MARVELETTE 








[ the powers the government has are l ¢ speed wit 
military can bein increasing it ‘ tr the produet 
nes of industry and (2) how fast ar ow far seare 






Shotlow Well Sysmm 
Capacity: 250 goles par hour 


entory-building, and plain hoarding will push prices 





Much can be done, quick f eourse: credit control 






rrders fixing maximun nventories “aree materials and 






MARVEL for 
shallow wells 
Capacities 


275 and 375 






ponent sul ntil e@leetion t e, of univ, there ‘ 

















goals. per hour . The Cassy doe it ip ich der somewhat, Dy the Lact 
Figure 4900 Demonstrator for demonstrat ’ aa. ; hone 4 : 
it 18 just mechani« ¥ iImpossi tor the milita Oo sper 
ing Figure 4902 System No. CT 370 Deming : _ unseen ny + 
Jet Pump Water Systern $10-billion in new mone ast as tt is appropriated Estimates 
ay that about $62-billion of this new money goes for hard 






@ Features are FACTS! That's what goods. But of this amount, it is also estimated that only about 






aan prospects for electric water systems $2.5-billion will be paid out during the next year for items 
JET SYSTEM for 
shallow wells 
Figure 4950 
Capocities 
trom 240 to 





delivered. The production lines can't be stepped up that quickly 





want to know. That's what makes it 
EASIER to sell DEMING water systems. INFLATION—AGAIN 


Prices began spiraling before Congress got a look at the b 







For example: it's OK to say the Deming Deep Well 





which would give Truman the powers t put the clamps on 









5 825 gols. per Jet is a “BEST BUY” in this type of water system. ae ‘ . : P 
i hous But back it up with these FEATURE FACTS industrial demand for raw materials and civilian demand for 
tinished products 
{ 1. Stainless Steel Shaft for maximum resistance The Federal Reserve Board spelled out some of the details 
to wear and corrosion. Prices of 28 basie commodities rose seven percent during the 


















f 2. Slotted Compression Sleeve Type Coupling first 6 months of 1950-—-and then rose 10 percent in a single 

{ ei that insures a true running pump and motor month Phe ommodity index of wholesale prices which ros 
DUPLEX for shott assembly. four percent in half a yveur rose three percent within a 

{ shallow wells Consumer prices rose to an all-time high, except for a short 





3. Fully Enclosed Impeller, dynamically balanced 
and accurately bored to fit tapered end of shaft 
This feature contributes to QUIET operation and 
LONG LIFE of the pump 


Capacities 
| 500 to 1800 


gals. per hour 


period during late 1948 


Consumer eredit during Mav, before Korea, rose b S500 







n, the largest increase recorded for that 


At the outset, officials feared the inflation 










4. Perfect Alignment of shaft and impeller. (This manageable. At the end of July, as the controls bill begar 






feature is absolutely essential to the smooth, quiet 

























way through Congress, department e sales during one 
‘ operation and durability of a jet type pump.) veek ran 46 percent ahead of the same week the previous yea 
At the same time, wage rates i miustry were at ali-t ‘ 
OML-RITE ber chollow Those are just “samples” of the FEATURE-FACTS vhs The average $1.45 an hour Weekly take-home pay a 
wells you have to offer your prospects when you sell the eached a new peak; $58.89 for the average worker in indust 
74 Figure 1808 dependable DEMING line. Despite this, labor leaders began pushing for inereases 
Cusatties Doesn't it make sense to sell DEMING . . . the line ‘ member ess ps ‘1 ef sneaeruetenas 
500 to 4800 with the FEATURE-FACTS that people really want? AU th happened, of course, largely i nt pat or 
D t ot the steppe: ip t ilary rrogra Ss militar’ 
gals ll Complete details on this fast-selling line will be . d poe rnment « - “st s begin ¢ b. . Me hack . itput a 
furnished promptly. Write roods, look for inflationary pressures to multiply 





THE DEMING COMPANY TAXES GO UP, TOO 
539 BROADWAY . SALEM, OHIO 






Preasure from Congre ed by Repub ns ke I 






WORM DRIVE for 
deep wells 


Figure 562 





reece ip the Ad st n’s plar raise taxes next 
















WORM 

a DEMInN 
Cape rns COMPLETE Line 
cities: 190 PUMPS AND WATER SYSTEMS 
to 420 i 
Qu pe 







JET SYSTEM 






OIL-RITE for deep MINUTURB ere’s what 1 , Dee 











tor deep wells wells for deep wells 
Two pipe Figure 1062 Figure 4701 
and single iL RITE”, | MINUTURB", 











pipe systems, Copacities 


Cape 
























Capacities cities | 900 to 4800 

trom 200 190 to gols. per hour rporations pa } ‘ rate , heir 1950 ineome—the . 
to 450 . j 

»4 3 3600 ereent maximu t ‘ $5 percent tate adjustments, how 
go's. p go's 000 
hour per hour work i r ns earning between $31,000 






ng more and 
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: 


. HEIR business! 


These advertisers in Ladies’ Home Journal are making customers for you. And pre-selling those cus- 
tomers before they even enter your store. Every time c shopper asks for a certain brand you have proof 


customers are 


this advertising is working! Take advantage of this pre-selling power . 


your customers 


.. moke more Journal readers* 


STOCK--PROMOTE—DISPLAY—ADVERTISE THESE BRANDS HEADLINED IN THE JOURNAL FROM OCTOBER, 1949, TO SEPTEMBER, 1950 


Air-Way Sanitizor Vacuum Cleaner 

Arvin Automatic Toaster and 
Electrical Appliances 

Arvin Electric Housewares 

Arvin Ironing Tables 

Arvin Lectric-Cook 

Arvin Portable Electric Heaters 

Arvin Toaster and Lazy Susan 


Cadillac Vacuum Cleaners 
Caloric Gas Ranges 
Casco Steam & Dry Iron and Casco 
Electric Heating Pad 
Club Coffeeware 
Cory Coffee Brewer 
rane Bathroom Fixtures 
Crane Sinks and Cabinets 
Crosley Electric Range 
Crosley Electric Water Heaters 
Crosley Freezer 
Deepfreeze Home Freezers 
Deepfreeze Refrigerators 
Dexter Twin Tub and Single 
Tub Washers 
Dexter Twin Tub 
Dietz “Pioneer” Electric Lantern 
Doray Defrostor 
Easy Spincrier 
Electre Steem Room Humidifier 
Electre Steem Vaporizer 
Farberware Stainless Steel 
Cooking Ware 
Federal Enameled Ware 
Fletcher's Roastwell Roasting Pan 
Frigidaire Automatic Washers 
Frigidaire Electric Range 


Frigidaire Refrigerators 


G-E Automatic Toaster 

G-E tron 

G-E Refrigerator and Refrigerator 
Freezer Combination 

G-E Triple-Whip Mixer 

Gibson Electric Range 

Gibson Electric Ranges and 
Refrigerators 

Gibson's Refrigerators 

Gilbert Food Fixer 

Gilbert Whirl Beater 


Haeger Lamps and Pottery 
Hamilton Beach Mixer and Mixette 
Hardwick Gas Range 

Hoover Cleaners 

Hoover Iron 

Hotpoint Automatic Dishwasher 
Hotpoint Electric Ranges 

Hotpoint Refrigerators 


International Harvester Refrigerators 


Johnson's Waxes and Wax Electric 
Polisher 

KitchenAid Mixer and KitchenAid 
Electric Coffee Mill 

KitchenAids 

K-M Liquidizer & K-M Products 

K-M Pop-Up Toaster and 
Electrical Appliances 

K-M Pop-Up Toaster and Waffle Baker 

Kold Pak Portable Electric Refrigerator 

L & H Lectro-Host Electric Range 

L & H Lectro-Host Home Freezers 

L & H Lectro-Host Refrigerator 


Lewyt Vacuum Cleaner 


Magic Chef Gas Ranges 

Maytag Washers 

Maytag Washers and Gas Range 
Mat-L-Top ironing Table 
Mirro-Matic Electric Percolator 
Mtro-Matic Pressure Cooker 
Monitor Aerator Washer 
Motorola Clock Radio 

Motorola Portable Radio 
Motorola Table Radio 

Motorola Television 

Matorola Television-Radio- Phonograph 


Necchi Sewing Machines 

Nesco Electric Roaster and 
Kitchen Utensils and Containers 

Norge Gas Range 

Norge Refrigerator 

Norge Washer 

NuTone Door Chimes 


Perfection Electric Ranges 

Pfaff Sewing Machines 

Philco Refrigerator 

Philco Refrigerator and Electric Range 
Presto Cookers 

Presto Vapor-Steam Iron 

Proctor Household Servants 


Revere Ware 

Ric-Jid Ironing Tables and Ladders 
Rival Products 

Royal Vacuum Cleaner 


St. Charles Kitchens 


Sunbeam Coffeemaster 
Sunbeam |ronmaster 


Sunbeam Mixmaster 


Tappan Gas Ranges 

Toastmaster Hospitality Set 

Toastmaster Pop-Up Toaster 

Toastmaster Toaster and Hospitality Set 

Toastmaster Waffle Service and 
Hospitality Set 

Toastwell Electric Toaster 


Universal Coffeematic 
Universal Electric Blanket 
Universal Stroke-Sav-r tron 
Universal Toaster 


Verplex Lamps and Shades 


Wear-Ever Aluminum Cooking Utensils 
Wear-Ever Aluminum Pressure Cooker 
West Bend Aluminum Gifts for the Home 
West Bend Electric Percolator 
Westinghouse Frost-Free Refrigerators 
Westinghouse Home Appliances 
Westinghouse Light Bulbs 
Westinghouse Refrigerators 

Whirlpool Automatic Dryer 

Whirlpool Automatic Washer 

Whirlpool Automatic Washer and Dryer 
White Sewing Machine 


Youngstown Kitchens 


Zenith Clock-Radio 

Zenith Radio-Phonograph 

Zenith Radio-Phonograph-Television 
and Radios 

Zenith Television and Radios 

Zenith TV Radio-Phonographs, 
Television Consoles and Radios 


*Of 72,012 women shoppers interviewed in 642 retail stores of all kinds, nearly half—47.2%—reported they read 


LADIES’ HOME () ij ” N A i Largest newsstand sale of ANY magazine, weekly or monthly 
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How to warm up heater sales 




















4 








The way to make home heater 30 


Depends on what, not who, you know 











why steel 


2 E aplain to customers 


mproves their deal 





BETTER HEAT BOUNCE 
© 20 40 60 100 
THIS 
| 
OR THIS 
























There are sound re 
heaters that feature 
Steel will 
This 
erties of strength of 
steel. It flake or scale 
peratures up to 1250°F 


home 
Armco ALUMINIZED 


‘asons why 


win you satisfied customers 


metal prop 


combines the surface 
aluminum with the 


will not at tem 


and reflects heat 


much better than ordinary materials 


ANNIVERSARY 
SPECIAL 
PuePote 
sreeus 


500 CURTIS STREET MIDDLETOWN OW 


OAST TO COAST + THE ARM 
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NTERNATIONAL 














tags on today 


Stress Armco quality all the way 


These advantages make for an im 
proved product — enable a heater to stand 
up longer in severe Point these 
things out to shoppers They already 
know that the Armco trademark 
stands for exfra-quality steels. To warm 
up your heater Arme 
ALUMINIZED 


service 
familiar 


sales, talk up 


TH PLANTS AND SALES OFFICES FROM 
WIDE 


ORPORATION, WORLE vane 


SEPTEMBER 1950 


Crosley Introduces 
Appliance, TV Lines 





vate across the mtr 
: . ale P 
" te and apt 
‘ 
ling ry set 
€ 4 s, 1) gerator 
: . ee are t 
. . t ¢ 
a 
i 
" - 
, os 
R a al t yea 
" is a 4 
" an 
i ring t 
we i c t ‘ 
4 al v 
1 
i 7 ta 
4 al itor i 
ag m August 7 a 8, d 
lea t g Aug " 
act " during Se 
er ern t 
‘ va le at a pre ‘ 
ence New Yor August 3 
! e ele ve v re tTa 
i what ( ey alls the “fi < 
a i le sti y ste t 
be incorporated in a household retrig 
rator.” Heating elements on the 
freezer plates act so quickly that de 
ng can normally be accomplished 
; ¢ to five minutes without affect 
frozen foods or ice cream stored 
Soaees 
Included in the eight model freezer 
s a “Storador” freezer with re 
ed shelves in the underside of the 
1 for the storage of standard « 
al packages of frozen food. Sev 
eral of the freezers have an automati 
i er with paddle 
ew T\ tel i 
al e€ Vv ing screen that ma 
\ mn possible. 7 
tilted slight torward t 
nate glare from light refle 
Seve i € ranges featur 
naste !” controls, with 5-way 
¢ trols automatically 
er and surface heating units 
i it 
iet t the new Crosley lines 
142 he New Product 


$5000 for a Wink 





GASPING OVER her 900d fortune 


} 
M Hurley th Ange 
check for $5000, first prize 
Vestinghouse lamp division 
Mrs. Hurley correctly identi 
f Dinat Shore right as Mi 
Wink District manager W H 
Nps ks 
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ADVANCED FEATURES, TOO!) 


—— 7 ss 


4 i ; . 
, pie Soe & Ae ". =e 
5 i es hg a fe jap Ee as ae i eae) ae 
Pa 4 tener Fs ‘ z 3 ra t - 
} Py: = hi ca! fy cle Saree aa . 
j meas ee e ‘ 
- bia aa A St . 
} ig i. 
, te \j °. 
: - aioe & us 
; Sie 
| . — 
. t os 
as 4 


- | 





—— 











4 





—_— 


UL» % 


fs ‘. a 
b 
Sd 








ll 


—* 


—- & 


. ie ie 


The Fully Automatic 


NESCO 


ONLY NESCO HAS THE MODEL 109 


BUILT-IN TIME CLOCK! 
ROASTER-OVEN 


¥ _ ‘ 
; * we 4 
; me" 
~aea: NESCO, Ine. 270 NORTH 12th STREET, MILWAUKEE 1, WISCONSIN ' 


ONLY NESCO HAS THE Soles Offices: Merchandise Mort, Chicego * 200 Fifth Avenue, New York « Candler Byilding, COOKS COMPLETE MEALS! 


INSULATED COVER! Ationta * Ambossodor Building, St. Lovis * Western Merchandise Mart, Son Francisco 


a WATCH SELL | Broils Chops 
© GR Rr and Stocks 


ONLY NESCO HAS THE Bi 4 
(WITH BROILER ACCESSORY) 


DIAL-TYPE BROWNING VENT! FOR PROGRESS! FOR PROFITS! 
bees ahh bel lentdiaplaimaies 
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PREVIEW of Telechron Ceravan is 
yiven participants of July sales con 
ference in Franconia, N. H., by fron 
tier-clad M. J. Dunn, sales prom 
OWENS-CORNING manager 
FIBERGLAS ete Conca 
fs cathode Nation-Wide Tour 
—<_v [he Telechron “Carava , 
f “=f ast-to-coa sales 1 
\ | i) Oo gs for d { Tele 
> _ ] finished its travels 
ve = \st_ mont 
Zz © Kicked off in late July with a pre 
yw 3 ew meeting at Frat nia, N. H 
ow for company officials, the “Cara 
7 van nade 16 stops on its nationa 
y ; tour The show was built around 
/ the introduction of seven new clocks 
d presente 1 several new selling 
“~— Ry aid Pechror ficials called it the 
4 first step i t most intensive saics 
Sep air? ampaign in the history of the ele 
GLAS corPok tric clock industry 
' Commenting on the Fra 
i conference, relechron president 
’ \. F. Fischer said that discussions 
: had revealed “greater opportu 
| es thar even we had sensed be 
F The market studies presente 
: dicate a greater potentia 
‘ li 1 
\ irketing i 
; ided ef k y | 
: v Age ff ma 
{ T : 1 
i at 
i 1 ect 
ectri 
> 
4) One rf a 
} al t a Le 
ay 
~ 2 aids 
irava ] a slide fi 
s and larwe retailers, new 
ay units, a 4 training manual 


erks At the conclusior 


launched 


OWENS-CORNING g nat 


FIBERGLAS 


Pennsylvania Dealers Sell 
FIBERGLAS is the trade-mark (Reg Almost 1200 Water Systems 
U. 5. Pet. OF.) of Owens-Corning 


Fiberglass Cerperation for products e te ’ t \ serve by 
mode of ov with gloss fbes APPLIANCE INSULATION nia Power & Light 
) water systems a 
ating N 


FIBERGLASS !S IN YOUR LIFE...FOR GOOD © by 200 additions? eal 
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tennant AUTOMATIC ELECTRIC FRI-WELL 


rmeyer's sensational new sales-maker, Larger — it 


I portions. Exclusive Drain-Away Faucet 
ng tremendous acceptance wherever shown 


zranteed. Mode! 5800 $27.50 


Thousands of Dealers 


DO IT WITH 
.) DORMEYER 


<* 


NEW DORMEYER TOASTMAKER 


The modern way to make toast. Automatic elec 
tric timer gives you the exact degree you want 
Automatic “pop-up”; re-warming device. Guar 
anteed Mode! 6500 $19.95 


DORMEYER’S FAMOUS FOOD-FIXER 

Dormeyer's finest—the first mixer to include a grinder 
at no extra cost. A steady bestseller because of its 
beautiful, advanced design and its always depend 
able results. Guaranteed. Model 4200 $42.50 


DORMEYER Is THE NAME MORE PEOPLE KNOW ABOUT... THE BRAND MORE PEOPLE ASK FOR 


Dormeyer Mec! more Dormeyer Budgeteer 
Grinder, jwicer, miner lew cost, big per 
Gvwerenteed Model former. Guorasteed 
5000 $34.95 Medel 4900. $19,951 


Famous “Dermey 

Portable. Full power 
Gueranteed Mode! 
4900.0 $14.95" 


ELECTRICAL 
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“DO IT WITH DORMEYER” 


that’s the appliance dealer's password to 


bigger sales and profits this Fall as Dormeyer swings into a new and even 


bigger promotional program. Two new items: the sensational sales making 


Fri-Well and the beautiful new Toaster will broaden your Dormeyer sales 


Mere then 41,000,000 Es 
people will reed the Der 
meyer story this fallin 
LIFE Megerzine. Seecic! 
promotions for October 


Thanksgiving, Christmos know about 


j 

mea? 4 
The Dormeyer Biend 
or. tt liewefies end 


bierds Gveronteed 
ode! 5900 . $34.95 


possibilities for the fall and holiday selling season. National advertising in 
LIFE-SIZE” magazine campaign will build Dormeyer’s national audience 
to 41,100,000 people—maintaining Dormeyer as the name more people 


the brand most people ask for. 


4% 
ond West, add Sic WY 


DORMEYER 


the BUY-WORD in Appliances 


DORMETER CORPORATION 4300 W. KILPATRICK AVENUE CHICAGO 41, ILLINOIS 
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The Spotlight is on the 
NEW WILSON 





WILSON ZERO'SAFE 
*.300 DELUXE 
SELF-CONTAINED 
Grows Capacity: 29.2 ow 
tt. The mow modern 
freezer with beautiful 
bive- green color innove 
tions. Front-opening 
doors with inner doors 
for reach-in convenience 


The new Wilson Freezers are 
leaping ahead—wherever 
they are displayed 

Of course, there's a rea- 
son. Wilson is a name home- 
owners know—a name they 
trust. Besides, the new Wilson 
Freezers have MORE of the 
“wanted” features MORE 
of the features that make 
customers Duy 

All of which is very good 


WILSON 
ZERO SAFE CHEST 
Capacities 6, 15, and 23 cv. ft. Space 
saving designs that hold up to Yo more 
food than other chests of some exterior 


dimenwons 


WHLSON TERO'SAFE 
SECTIONAL FF.30 
STANDARD 

Gross Cope 
26.86 cv. #. Front 
opening double 
doors for reach 
convenience Add 
tonal section 

y odded Remote 


~< nstallotion 


ILS 9.1 


news to dealers it means 
MORE sales, EASIER sales, 
GREATER profits 

Look into Wilson. Look 
into the Wilson Franchise 
You'll be glad you did. A 
few valuable exclusive fran- 
chises are still available. 
Write, wire, or phone Dept 
EM-89 concerning availabil- 


ities in your locality 








WILSON ZERO SAFE 
SECTIONAL FD-300 DELUXE 
Gross Capacity: 29.7 cv. ft, Full front 
opening door with inner doors for reach 
in convenience. Additional sections easily 


odded. Remote installation 


REFRIGERATION, INC. 
Smyrne, Delaware 
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Appliance-Radio-TY Output Soars 
In June; Ranges Set New Record 


Six month totals running far ahead 
of 1949 as TV output through June 
equals that for 12 months of 1949 


Hot Water. > 
‘7 j duct 


ta tor 1949 
Hot Ranges } 


the 


Ma 


Baunach Leaves Swartzbaugh 
To Head Associated Sales 


MAX McGRAW this summer observed 


the 50th anniver ft his founding 
t the McGraw Electric Co. Firm wo 
nded in Sioux City, lowa on capital 
$500 saved from a newspaper 
the firm has assets of 


nd annual net sales of 
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Hoover made news last spring with the 
new AERO-DYNE Tank Cleaner 


Now see the new tank cleaner sensation... 


AERO-DYNE 
HOOVER 2264" 


and your old cleaner 


Here's how Hoover dealers are going to stir up more excite- 
ment than ever before this fall! A sturdy sensational new 
tank cleaner value, Hoover AERO-DYNE Model 41 is 
bound to set sales soaring toward new record highs 
No other tank cleaner can match AERO-DYNE Model 
11 for performance-plus-value. Including cleaning tools, 
it’s priced at just $64.95 and your old cleaner. Hoover's 
great new idea in suction cleaning, ‘Controlled Suction, 
was introduced in the Hoover AERO-DYNE Model 51 
last spring and took the market by storm 
Now Hoover AERO-DYNE Model 41 is all set to blow 
the lid off again! It incorporates “Controlled Suction, 
Hoover's famous “'Litter-Gitter’’ nozzle, a wonderful new 
Disposable Dirt Bag and other exclusive Hoover features 
newest, greatest Hoover cleaning value will be in 
1 in a big two-page spread in Se ptemt er 11 LIFI 


and backed up with a strong, consistent adver 


ars ‘Hoover’ has meant ‘‘leadership" in the 

m cleaner business. Hoover AERO-DYNE Model 

i1 is destined to uphold this tradition, adding new low- 
price appeal to famous Hoover quality 

That's just one of the reasons why “you'll be happier 


with a Hoover 
‘ Prices subject to change without notice 


A new fast-selling 
AERO-DYNE 
puts big new profits 
3 in the Hoover line! 


\ 


Four other Hoover Cleaners, four more reasons ‘you'll be happier with Hoover’ 


a” ~~ AERO-DYNE Model 51 
Seever Cleunte THE HOOVER COMPANY 
Model 62 Model 29 Model 115 North Canton, Ohio 
Hoover Cleaner Hoover Cleaner Hoover Cleoner Hamilton, Ontario, Canada; Perivale, England 
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LECTROMODE 
CHALLENGES THEM ALL! 





NO OTHER HEATER CAN MATCH 
ELECTROMODE... FEATURE FOR FEATURE! 





* Patented Cast-Aluminum Lifetime Heating Check the features at the left 


and you'll see why Electro 


mode is the greatest all-ele 


flement won't burn out 


® Wertd's setest construction—ce cxuposed 
het «ives te couse shock or burn 


© the Gunner of fea, haste to 18% Ante ric heater value on the mar 


matic Safety Switch ket today ! No th er heat 


* 210 squere inches of heeting surfece in) | you i] see why Electro 


* Mew Hydreulic Pressure Thermostat bwilt Nn vcle in benefits or feature 
inte bathroom models ‘ 
for feature 
* 80 cuble feet of fan-civeuleted heat de ' 
Here is the most profitable 
lvered every minute 
ighest quality, yet moder 
* Operates ter as little as lc on hour 


tely priced heater line you 
* Wen't emudge, won't scorch, won't couse 


tit an carry. Every sale satisties 
, © Delivers 4508 BTU per howr—1320 watts woth you and the customer 
t oP? 110 volte AC because an Electromode gives 
A * Fan may be weed for cooling in summer practi ally lifetime service 
} * Meade of heavy-gauge furniture stee! Chere are no burn outs. no 


* Melselen, shaded pole. nen-radio inter 


all-backs, no servicing, no 
fering metor 
idjustments when you handle 
© Approved by Underwriters’ Lebeoreatorios 
Electromode. If you want to 
© Made by World's Leading Exclusive Manu 


facturer of All-Electric Heaters Since 1929 make top profit on heaters 


mail the coupon below, today! 





The Model PI.-1 Electromode he w ! 
fastest moving high puality all-clectr px 
able heater. Has a the fea | 1 above 
yet weighs only 15 pound So gedly buil 
it w ' i n ! It 
| c k it i 
Wel WIA 
i i 
, 
i X : \ 
‘ i 


ELECTROMODE 















= 
i ELECTROMODE CORPORATION, DEPT. EM-90 ! 
| The HEATERS 45 Crouch Si, Rochester 3, N.Y | 
! 
; reamed | 
i rire 
aboets 
! . ! 
{ ar IONE tare | 
re se cere re re ere re ee ee ee EE SE Ge Se ee Ge ee Ge ee Gee ee ae eee ~ 
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A’ KINGSIZE™ 2 24-inch TV picture tube has been 


World Crisis Is Only One 
‘Reason for Booming Sales 


Federal Reserve survey at first 
of year revealed that consumers 
intended to buy more hard goods 














a Vi uv f 
E r r ff a wave of frigerat 4 $ 1949 
g. appliance 1 tele were 65 mil s year the 
uilers would |} ‘ lone nte st rcha ave risen ¢t 
re t r n 1950 thar » 1949 | hi ‘ ina pated me 
i hat the st lan ex f $245 Media 
a ! e hit a tal s expe if la ea as $260 
r fina nsored Intent . ) s ma 
the 1 of Governors of the ' ly 14 
ederal < r yste and con mil 194 al 
ted y t Survey Research hough tually pur 
enter t live t M i ed € This year Le 
ar l mits 1 lans to buy 
I wed early t at a x 1 e¢ of $165 
4 r iid Last 1 ! ex liture w 
te 1 19 j 
5 as r 1) | ( | ‘ licated pl ‘ 
ns t bu elrigera vy fa ar tha ast wik 
a ashe ea } ted b 
t v tha te i ly 1.1 mil 
{ ‘ , } Act 
t d ; I Ase ad ‘ 
. :, , ae at in expenditure of $ 
all $ K Ant a edian expenditur 
" lling a related by bl ! 100 
7 or adoption, who pooled “Addit ional Data Other findings i 
ew mes tof major expense s c that 
TV Appliance Gains. In carly ! Ab mut as many consumers feel 
149 th: irvey dicated that 1.4 their financal position proved dur 
ling unit would pur w the year as believed that it had 
a mg lt ea Actua ed 
‘ ere »9 tT ll | it 4 4 i ? on 
great many pe made ; trona duriag the 
1 t uy during 194 
the nter Ws or t n ers ge erally 
vea 4 mill i re ire t st about tl 
ited at y would er look this yea 
t r The I L i 8 than dicated ir 
t at t dia x t id 
\ { and $) ©) 20 ier ts 
it last yea actua i s¢ ed durable goods 
| as $ 1 »biles 194 
a pre r Phe ses were a 











announced by General Elec- 


or ' be in limited production by fall. Dr. W.R. G. Baker, vice-presi 
fent and genera wnager of G-E's electronics department shows the new tube 
J. M Ing, manager of the tube division. whx b jing an 8 inch tube, 


2w being mode at Electronics Park 
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WEST BEND 


ELECTRIC CORN POPPER 


Millions of popcorn fans can’t be wrong. That's 

one reason for the huge market for this electrigt> 

popper. It makes melt-in-your-mouth popcorn 

without shaking or stirring. Quick-action Nig THE COFFEE MAKER 
popping well concentrates heat to explode evefy ae * 


kernel. Has heat-resistant glass cover. 2 quart a J OF bbs YEAR q » $ 9 9 5 


capacity. Heating unit is separate. 


FLAVO-MATIC COFFEEMAKER of 


-\ Starts to perk in less 
Here's the fully automatic percokasor with the : se - than a minute. 

most pleasant price anywhere, it's backed in? YY and keeps it hot 
by ambitious, eke yoo this fll. Tel pour. > sa ? aus se for serving in- 
will again work for you this fall. Tell your _ 7 ant | » | it makes deli- definitely. 
customers to eee: for the best coffee i 1 cious coffee 

they've ever t . and it’s all automatic 9 automaticall 

from start to finish “Has 8 cup capacity. y 

I's made oft(gleaming double-thick 

aluminum graceful no-drip POM. 


ELECTRIC BEAN POT 


Everybody's going wilbabout the simeeared flavor of beans slow-baked in 
West Bend’s newest electrical “appliance, It has a bright metal cover, 


genuine old-fashioned ceramic “pot” and @ separate 95-wart heating unit 
that can be used for heating other foods, too. 2 quart capacity. 


48 cup a 


COFFEE . 
MAKER | 


: BS Fir 


W C | ital D iemenum (4 
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The Choice of Quality-and-Profit 
Minded Merchandisers Since 1922 


Feature this complete EMPIRE line of fine a> 
Electric Housewares if you want genuine cn 
quality merchandise to meet ALL price de 

mands of your trade. 


2 New “EMPIRE” 
AUTOMATIC 
PERCO-DRIPS 


© Dual element with Cold. 
Weter Pump sterts perk 
ing within 60 seconds!! 
© t perking outometi- 
when coffee is 


et 


thermostat euto 
ily changes te low 


« cottee serving hot 
for house 


Pertect coffe everytime 

simply put in coffee No 
end water and connect Noe 
the cord!! 


1921-5 Cup, List 95 
1922-8 Cup, List $7.95 


EMPIRE Aristocrat 
ELECTRIC TOASTER 


Toast at its best 
done to a turn 
you want it! 


golden brown 
‘Just the way 
Smartly modern 
in lustrous chrome finish, toast 
warming flat top. Turns toast 
automatically by flip of door 
Extra large toasting 
Listed Underwriters 
torles 


element 
Labora 


Mo ) a ro 
The New EMPIRE 
Sandwich 
Toaster & 
Waffler 


The hostess’ delight 
combining 

beauty of 

with utility 

one large 

small sandwiches 
tries bacen, eggs. or griddle cakes grills steaks and chops. 
right at the table. Watfle grids removable and interchange 
able. Beautiful'y «‘rome finished, with cool handles 


Combination Sendwich 
Teaster & Weoftier, $11.95 


Every sportsman, mortorist, 
vacationist, wants this brand 
new HILO PivotLite. Two 
beams, at side and top, 
sewing in a vertical arc trom 
ivot In lantern base. Only 
antern permitting use of 
beth lights at same time 
Stands, carries, hangs up 
stays put at any angle 
Comfortable bail handle 
Throws brilliant single or 
double light wherever 
wanted. Long lasting battery 
and Mazda Vulbs 

Stientty Mieher Retail 

oon in Ww 
Order EMPIRE Electric 
Heusewares Now 


METAL WARE CORPORATION 


TWO RIVERS 
WISCONSIN 


Ne. 870 
Retoits ot $4.35 


CHICAGO 
Room 14114 Merchandise Mart 


Big Screens, Second Sets 
Enter Chicago TV Picture 


Study finds 122 of 587 TV owners 
have already replaced their sets 


a survey made recer 
bb advertising high because many persons are buy 


screens and ne cely 3 ord lux- 


redit sales is 
Courtam-Co 
reveals. Bigger 
ond set for family use loom as 
lacernent market develops 
587 TV set owners 


already 


jueried 


mace 4 repla c 
in screen sizes had 
ne 
that 


1949 


Size of Screen Original Present , ry ~ t , " . m1 < 
7-in 59 2 ; ‘ riedage ! n 
10-in 37 ody a 
12, 12‘2-ia 13 36 : . wig” deg : 24 for $24 
14-in —_ 1 hs ancier tte 
16-in 42 ns S he chiet suf 
19-in 
Larger 
Don't know 


23 a Aefin a oe 


competition 

declare. Rec- 

mographs have been 

Appliances have 

Total 112 rited degree be- 
ned to th 

ent gave 

to friends 

n, and percen “ee 

the old se gadgets have receive 

to play th result 

dealers t 


owners bought the 


st of both televi 
ances cannot be borne 
families simultaneously 
hand, furniture has 


' 
1 stimulated by television. Food 


other 


1 stimulus as a 
he snacks served by tele 


grandma 
uraging to 
vit of 39 


No Trade-in 


‘ 


cage 


Problem. In ( 


iro the me hr A iT\ 


a number of 
nm their origina 
Why They Changed. Asked 


hey replaced or traded the 


ee ee ee 


Wanted larger screen 

Had too much trouble with set 
Didn't like picture on old set 
Didn't like servicing of insurance 
Wanted a combination 

Not satisfied with it 

Didn't like sound 

Like this one better 

Won in a raffle 

Didn't use phonograph 

No answer 


When an old set is dispo ed 

is given away to friends 
or relatives or sold to neigh 
Not much of i 
in Chicago 
Twenty-four out of 4 


it usually 
' 
trade-in 
exists 
tive owners said they want 
they also had de 


dels 


screen 
on the nn 


planned to purchase 


Will Purchase 
Table model 
Console 
Combination 
Portable 
Don't know 


installation 


Dealers Back Owners. 


Poor reception 
and dealers bore out the 


Cost of installing 

Tubes 

Aerials blowing down 
Aerials don't work properly 
Built-in aerial trouble 
Operation is too complicated 
High voltage transformer 
Poorly inspected sets 
Mechanical foilures, home 


tastes of 

their customers. It was broug 

ut by 40 out of 47 

demand now existed 1 
Fully 81 

eclared ¢t 


nd-set 


dealers that 1 
percent of these 
i hat there will be 
television business in 
or that ne 1s 
t will con- 


fo 1 kitchen 


one ) he youngster 

In Chicago 22 out of 47 ’ 
said that from 90 to 99 percen 
their television is being moved on 
Also, 26 of 48 dealers re 


ported they were carrying their owr 


credit. 


finance paper, and nine carried part 


SEPTEMBER, 


Installation troubles 

Nuisance service calls 

Supply of sets inadequate 

Market unstabie, caused by manufac 
turers 

Public hasn't been educated 

Too many brands 

Inadequote supply of parts 


wwew—- ee ew ww ewe 


“Nw 
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APPLIANCE, RADIO & TELEVISION SHIPMENTS 


6 Months 1950 vs. 6 Months 1949, with Percent Change 








January 


February 


March 





COFFEE MAKERS 
Metal & Glass 
(NEMA Only, Not Industry) 


1950 
1949 
Change 


53,961 
32,556 
+65.8% 


80,977 
50,156 
+61.5% 


433,496 
231,200 
+87.5% 





DRYERS, CLOTHES 
(Members, Amer. Home Laundry Mfrs. Assn.) 


1950 
1949 
", Change 


19,389 
9,407 
+106.1% 


27,125 
8 429 
+ 221.8% 


nase 





FREEZERS, HOME 
(NEMA Cualy, Not Industry) 


1950 
1949 
© Change 


39,193 
24'240 
+61.7% 


51,970 
27,204 
+-91.0% 


wat 
+ 72.46% 





HEATERS, CONVECTOR and 
RADIANT 
(NEMA Only, Not Industry) 


1950 
1949 
% Change 


8,270 
7,377 
+12.1% 


15,952 
2,924 
+ 445.6% 


69,707 
37,478 
+ 85.9% 





HOTPLATES and DISC STOVES 
(NEMA Only, Not Industry) 


1950 
1949 
™% Change 


30,707 
20,272 
+51.5% 


45,609 
26,934 
+ 69.3% 





IRONERS 
(Industry Estimate by Amer 
Mfrs. Assn.) 


Home Laundry 


1950 
1949 
% Change 


27,600 
28 400 
—2.8% 


37,800 
23,800 
+ 58.8% 





IRONS 
(NEMA Only, Not Industry) 


1950 
1949 
©, Change 


410,041 
460 364 
—10.9% 


509 606 
362,593 
+ 40.5% 


164,458 
+ 106.2% 


+88.1% 


meer 





MIXERS, FOOD 
(NEMA Only, Not Industry) 


1950 


29,716 


44,532 


26,969 


35,159 


181,753 





RADIO RECEIVERS (Production) 
AM Models 


(Members, Radio-Tel. Mfrs. Assn.) 


1950 
1949 
% Change 


571,059 
561,900 
+1.6% 


663,938 
498 631 
+33.2°; 


882,223 
607,570 
+ 45.2% 


804, 698 
468 906 
+11.6% 


813,651 
449,128 
+81.2% 


952,749 
471.342 
+102.1% 


4,488,318 
3,057 
+ 53.3% 





RADIO RECEIVERS (Production) 
FM-AM and FM Models 
(Members, Radio-Tel. Mfrs. Assn.) 


1950 
1949 
% Change 


89,136 
147,733 
— 39.7% 


86,455 
98,969 
12.6% 


98,141 
11,216 
+37.8% 


78,008 
37,563 
+107,.7% 


86,405 
28 388 
+ 204.4% 


101,707 
40,512 
+151.0% 


sus 
+ 27.2% 





TELEVISION RECEIVERS (Production) 
(Members, Radio-Tel. Mfrs. Assn.) 


1950 
1949 
, Change 


335,588 
121,238 
+ 76.8% 


367,065 
118,938 
+ 208.6% 


§25,277 
182,361 
+188.0% 


420,026 
166,536 
+152.2% 


376,227 
163,262 
+130.4% 


2,413,145 
913,071 
+ 164.3% 





RANGES 
(NEMA Only, Not Industry) 


1950 
1949 
% Change 


97,925 
109,919 
—10.9% 


118,989 
88,333 
+ 34.7% 


145,417 
88,934 
+63.5% 


132,859 
60,739 
+118.7% 


+175.1% 


158,534 
69,107 
+129.4% 





REFRIGERATORS 
(NEMA Only, Not Industry) 


1950 
1949 
% Change 


375,856 
396,329 
—5.2% 


461,256 
348 539 
+ 32.3% 


586,293 
382,861 
+53.1% 


546,279 
335,092 
+63.0% 


542,865 
341,933 
+ 58.8% 


549,740 
310,780 
+ 16.9% 





ROASTERS 
(NEMA Only, Not Industry) 


1950 
1949 
% Change 


25 4698 
29,999 
—14.3% 


36,507 
40,587 
—10.1% 


23,204 
21,849 
+6.2% 


20,224 
11,371 
+77.9% 


19,300 
10,123 
+-90.71% 


25,741 
15,022 
+71.3% 


128,951 
+ 16.9% 





TOASTERS 
(NEMA Only, Not Industry) 


1950 
1949 
% Change 


256,752 
291,234 
—11.8% 


275,393 
324,410 
~15.1% 


237,124 
353,816 
— 33.0% 


198,459 
198,926 
— .23% 


214,279 
175,998 
+ 21.8% 


156,959 
153,236 
+ 2.4% 


1,338,966 
1,497 620 
0.6% 





VACUUM CLEANERS 


(Industry Estimate, Vacuum Cleaner Mfrs. Assn.) 


1950 
1949 
% Change 


249,150 
228,769 
+ 8.9% 


263,515 
241,574 
+9.1% 


361 014 
309,897 
+16.5% 


292 664 
252,656 
+15.8% 


278 645 
222,850 
+25.0% 


250,190 
207,354 
+20.7% 


1495,178 
1,463,100 
T 15.9% 





WAFFLE IRONS 
(NEMA Only, Not Industry) 


1950 
1949 
% Change 


18,257 
65,119 
—72.0% 


21,653 
39,043 
~ 44.5%, 


15,187 
62419 
75.7% 


12,944 
36,725 
-64.8% 


20,113 
32,260 
~31.91% 


23,497 
23,096 
+26% 


111,851 
258,722 
~ $6.8 





WASHING MACHINES, STANDARD 
Electric & Gas Engine 

(Industry Estimste, American Home Laundry 
Mfrs. Assn.) 


1940 
1949 
% Change 


275,576 


423 802 
254,300 
+66.7% 


333,072 


or 
70 


325,217 


2,005,274 
1,295,200 
+ 54.8% 





WATER HEATERS 
age 
(NEMA Only, Not Industry) 





1950 
1949 
% Change 











64,714 
41,339 
+56.4% 





62,372 
38.711 
+61.1% 











367,316 
246,859 
+ 48.8% 
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Refrigeration, Detergents, TV 
Discussed at Home Ec Convention 
“Broadening Scope of Home Economics” 


theme of A.H.E.A. national conference; 
HEIB division holds appliance workshop 


New demonstration aid 


helps SELL 

















































































































nM S as a modern efrigerators now the market 
tession was the topic of discus especially in relat » their fre zen 
at Mechanics Hall, Boston, food storage performance. Since 
Mas July 11 through 4th. when many models now have evaporators 
veral thousand home economics across the tor and s e some of 
teachers in colleges, universities and the two-door models do not provi 
high schools, editors of women's | same degree of freezing stor 
agazine and newspapers, home age temperatures as others, the 
lemonstration agents, manufactur- homemaker buying these new 
home ¢ ymuics staffs, housing models should be informed, so that 
nsulta and college students she will better understand just how 
all parts of the country as aw she can safely store trozen 
ed for the 4lst Annual Con ds in the type of refrigerator she 
ot the American H« e | 
A tation 2. With refrigerator features 
Broadening the Scope of Home such as storage temperature zones 
. was the theme t this iid zones morst zones et 














changing, manutacturers 





phance manutacturers in order that they can keep up 
HEIB’s Meet. In the three-day date witl inging methods 
pr mverit mM sessior ducted b WwW newer methods of aut 
H } re s a need 























‘ In t retrigerat d ure 4. A better understanding is als 
‘ p of needed of the wrapping and pa 
Ka I Nash- Ke i ag 1 ds at materials f 
af ! la Porterfeld, Genera irozen toods Proper packaging 
I tr four bas eds were methods and materials should be 





stressed by all in the industry, and 





It was decided that a clearer an educational program throug! 


le g was needed the types of nanufacturers and stores might be 


DEALERS say Tappan’s Super Feature 
Demonstration No. 10 is one of the best ever devised 





to help floor men close sales. 


Thirteen leaf-over sheets mounted on sturdy 
chromium rack fit on back of any No. 60 Series 
lappan range. Each sheet carries punch 

and lets the prospect get at a glance the famous 
Tappan sales points. It gives the salesman confidence 
and assures that he gives a complete 
demonstration, This Super Feature Demonstration 
Set No. 10 is helping close sales wherever used. 


Salesmen like it—dealers are enthusiastic 


Ask your TAPPAN representative to show 
you this and other TAPPAN sales aids. 


TAPPAN EXECUTIVES of Gibson Re frigerator Co. gather to congratulate Howard Jones 


salesman for Kemp Equipment Co., Rochester, N. Y. Jones was the June 
winner in Gibson's “spotlight special’’ sales contest which ended August 31. 


The TAPPAN STOVE COMPANY, Mansfield, Ohio From left to right are G. V. Drumm, Gibson od manager, Paul Neubert, divi- 


sional sales monog 








r ones, J. L. Johnson, general sales manager, John 


s 
For 69 years the makers of fine ranges Christensen ond J. B. Crosker 
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great help finding a I ' 
Detergents. Discussior deter ire more effec 
t ler the leadership tut Neatness in food demonstrations 
Association of Amer paramount; every littl thing 
ws—untidiness brings an ava- 
of phone calls and 


€ 
Selling the produc 
d-ab 


out Way 
etc; exXpian 
ther special 
hat are 


better 


ef mtormathon 
Equipment Financing. \\ illic M 
Rogers, Admiral Corp. (1 


aded the discussion 


It was decided 
4 


na ne 


Demonstration Techniques 
TV. Rut Brooklyn (| 
l and Flor 


Ha 


stated 


these finan- 


Liffany 
Na- 
reported 
in Home 
ted “with 


ytume program 





ws, advertisers 


are natural 

W agner 

directors and 
$ programs; c 


; 
cal advisers Di 
writers tor 


Resigns After 20 Years oh drer aa ; ar 1 adult educa 


sions } lorence 
department 
ym, lowa 

Ar s, lowa, became 
ent of the American 
suc 

nd Mar 

Mills 


| 


Manufacturer, salesman or dealer, you'll profit 
W. B. Blake, Range Pioneer, by knowing how many sales calls FARM JOURNAL 


Dies July 10 in Indiana 
y makes where you want them made, Write us for 


| 
| 
| 
| 
William B. Blake, 64, vice-president | 
Ww. J. DICKINSON, vice-pr O und general manager of Ruten er Elec | valuable data about your own lerruory (State 
| 
L 


manager f . c ri Marion, Ind, died July 
} 


and County). Address: Farm Journal, Inc., 


Dept. E 5, Philadelphia 5, Pa. 


Newt ity. Mr 
a pioneer is 
He jo 


gene 


isan sslndoesin A 
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it’s «a Swell Deal! 
»- Anyway you leok at it! 






Yo 





—oe 


Jann Morning 


BALLET entered the appliance merchandising picture in early August when 
Lewyt Cort ntroduced its new products t distributors attending the firm's 


third annua sles convention in New York 


THIS IS IMPORTANT NOW 
All 3 types of Gas 
1. NATURAL 
2. MANUFACTURED 
3. OR L P- GAS 


They fit right in with 
your own Electrical Line 


——————— 


Lewyt Introduces New Rug Nozzle 
| Which Doubles as Carpet Sweeper 


Distributors attending firm's third 











national sales convention also get 





look at new cleaner and accessories 


From top to bottom. inside 
and out, they set the 1950 
standards for beauty. design 
and performance. WARM 
MORNING Gas Heaters are not 
ordinary gas heaters. Their 
sales appeal is tremendous. 


The new WARM MORNING Gas 
Heaters are AGA-approved for al! types 
of qas. Their handsomely styled cabi 
sets are fully porcelain enameled in 
twofone brown. Large radiant glass 
tronts rlease the eye and improve heat 
ing etliclency. Scientifically desiqned 
burners and combustion chambers in 
sure top performance and fuel economy 
Designed tor both semiautomatic opera 
tien. with forced air fans and wide 
holce of controls 








SALES HELPS 
Like you have never 
seen before! 





Complete national advertising cover 
age in Magazines. Metropolitan News 
papers, and Farm Journals reaching Heot 
millions of potential customers. Thats BT 
only the beginning of the support your 
selling efforts receive. Tie in with share 
the cost advertising. We're ready with a 





great array of selling licks direct 
mail and point of sale aids for your | 
use 


Get Full Details From Your 
WARM MORNING DISTRIBUTOR! 


Wire, Phone or Write BUT DO IT 
NOW! Send for our new. full color 
Catalog showing these outstanding 
WARM MORNING Gas Heaters 





LOCKE STOVE COMPANY 
Dept. G-222, 114 West llth St 
Kenses City 6, Missouri 





PRESIDENT Alex Lewyt holds a new LISTENING CAREFULLY to one of the 
eaner and its met t as peech ovis } vention is 


Lewyt's 
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ADVERTISING and sales promotion manager Don Smith checks o point in his 
speech with agency man John Drake. Lewyt this fall will expand its ad appro- | 


priations by 50 percent and spend $1,500,000 on ads in the coming year } Re as OS 


for the Popularity of 
Appliances Powered with... 


Electric 


co MOTORS 


vallet could be used to introduce appliances Series moter parts for drink 
f sneral Floorcraft. At left is Lewyt’s miners, feed mixers, end 
; saat : ‘ . = ee other household appliances 
are ot righ & 
Ey Because Lamb Electric Motors 
! are designed and built to 


meet the exact requirements 
Universal motor, requiring 
minimem ottention, fer port of each particular application, 
able devices and applications they provide: 


1. Good Performance 
2. Thorough Dependabilty 


3. Compactness and Light 
Weight 





These quclities of Lamb Electric 
Motors have proved to be 
important factors in winning 
product popularity. 


Shaded pole fan motor with 
rubber grommeted tugs to 


assure Quiet operation. THE LAMB ELECTRIC COMPANY 


KENT, OHIO 


lechréc 


RELAXING during the lunch hour, Jim Neol ond Charles Seay, both with Long SPECIAL APPLICATION MOTORS 
Lewis Hardware, Birmingham. Alca.. catch up on home town ne before afternoor FRACTIONAL HORSEPOWER 
r T : 


begin he ballet presentotior ccupied the first 1V tf the convention 





were devoted t 3 wr esale mer 





sir a eels ot ty: Sasha ae ot bene 


ELECTRICAL MERCHANDISING—SEPTEMBER 1950 








THE NEW SWING-A-WAY PLUS IN PACKAGING 
ADDS HIGH TENSION POWER TO YOUR SELLING! 
THE PLUS FOR YOU: 

* Gift package encourages larger unit purchases! 

* Beauty of Gift Pack draws point-of-sale attention! 

* Medallions attached to Gift Pack point up current Gift Day! 
THE PLUS FOR CONSUMERS 


* Beautiful Plastic Gift Packs means no added cost to consumer 
. or retailer! 
* Gift Box is designed for lasting home use as hat box, 
sewing box, etc. 
* Clear-view plastic top permits consumer to see merchandise 
before buying! 


FOR FURTHER DETAILS, CONTACT THE MANUFACTURER TODAY! 


NATIONALLY ADVERTISED 


MANUFACTURING COMPANY 


SWING-A-WAY 
4100 Beck Ave., St. Louis 16, Mo. 


Canadian Representative - Fox Agencies, Ltd., Port Credit, Ont. 
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Appliances In the Magazine 


WOMEN’S SERVICE GROUP 
Good Heusekeeping 
It Take A Good Range I Make A 


(00d Cook,” by Helen W. Kendall 
september Good Housekeeping-——how 


to get the most out of new electri 


1 Call The Service Man 
Lipmar needed advice 
1 a guide to better und 
r electrical ec 


Woman's Home Companion 


Your Meals Refrigerator- 
y Bernice Septem- 


mpanton »w to plan meals 


Strawn 


thead with a refrigerator and freezer 
Home Management ideas for 
making housework easier: includes 


isewar>»res 


McCall's 


How Kee H 
rabet Sweeney Herbert—-Sey 
ver McCaill's—a family of ten is 
the subject of this article, 18th in a 
Automatic 
family teainwork make 


series appliances plus 
house keep ng 
easy 

Let Your 
by Anna S 
s for the roaster 


Roaster Be Your Cook, 
Fisher—two good use 


stigmestior 


Household 


s Your Cook Named Electricity?’ 


by Dahy B. Barnett—August House 
hold—a comprehensive review of the 
1950 range features. 


HOME SERVICE GROUP 
House & Garden 


science, Your 
House & Garden 


Servant” — August 
plastics play an 
important part in appliance construc 
thon tox 

A Refrigerator Room Can Revolu 
tionize Your 
tom-built walk-in refrigerator roon 


that ays for itself 


Housekeeping”—a_ cus 


House Beautiful 


What You Should Know About 


lelevision,” by Helen Little and Ma 
rion Goug! August Hiouse Beautifu 
14 pages of information on how t 
muy and install television in the home 
Take It Easy Lady by ¢ 


Eaton Conway—retrigerator and dis! 


} 


washer teatures 


Better Homes & Gardens 


SEPTEMBER, 
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FARM GROUP 


Country Gentleman 
What a Clothes Dryer Will D 
You,” by Margaret Schnug 
eT wsttry Gentleman—how 


itic dryer will prevent d 


Ferm Journal 


“tl 
‘r 
shine 
arts 

I 1 ’ 

Space | very 


Martens 


Successtul Farming 


G-E Announces Development 
Of New TV Color System 


A new ystem of « 


described as having important tech 


nical and economic advantages over 


r televisior 


previously proposed systems, has 
veen announced by General Electric 
to provide 

lor pi 
requency 


The new system is said 
a method of transmitting 
ture information within 
rand no 
yresent day black and white trans 
mission. Dr. W. R. G. Baker, G-E 

e-president and general manager 


s department, said 


wider than that used in 


ter is “inher 


s which were con- 


SIGNING what is believed to be the 
largest single order for television re- 
ceivers ever sold by a single retail 
dealer are T. R. Bechtel, left, Oakland 
Calif.) builder and W. E. Wickliffe 
Westinghouse dealer in Berkeley. Sets 
will go into ranch-type homes being 
built by Bechtel 


MERCHANDISING 





erence = CHIC A  o G 
° 195I° 


Witte hired the gals to lend a “‘balipark atmosphere 


Jewalk fans who were wotching Philly gomes on 


os MANUFACTURERS | 





PHILADELPHIA TV DEALER Lou Witte samples a hot dog offered him by Itho 
Duerrhammer wt he kibitzes on the program held by Betty T. Schmidt, Miss 
Phi 

V 





pointed out, ex 


rnaces 
ng that furnace manufacturers 


plainin 
1 to ship a million of these heat | ‘ 
units in 1950 | N) 
rular heating air ducts and a 


fans can be utilized in in 


the new units, climinating 
ictural design changes and build 


y alterations 


| January 18-25 


aoe 1950 Farm Electrification 
Conference Set for October 


mers will be 
rage hi ' 
pea representing national tar 
ernment 


nonths of the 
: it larm press, gov 
cultural science and farn 
ave accepted invitations 
annual meeting 
le ath 


i 
October 18 


( trical Engi 

Business Papers 

: ctrical Mirs. Assn, Edison 

York Introduces Six New stdin Sindh deal Pncteniaiin 

Residential Conditioners { Business Paper Editors, National 
Electrical mtractors Assn., National 

Mirs. Assu., National Ap 


Dealers Assn., Na 
itors 


1 


mid-summer 1 
nd Radio 


? 
del 
{ Electrical Distri 


i 


Thompson Heads Canadian 
Electrical Association 


its 60th 


Murra Bz 
inclade T NATIONAL HOUSEWARES 
ouver, F La Lane. MANUFACTURERS ASSOCIATION 
nd ©. lL. Bacon o ted Not-for-Profit 
vice-presidents; 
Montreal, treasurer; | EXECUTIVE OFFICES 
ld, managing di CHICAGO 54, ILL Phone: DElaware 7-8585 


ed warm rect 
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Vat 


reala 
1140 MERCHANDISE MART 
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TWO NEW MORRISON 


Nt WI Carry All 


HUSKY, WIDE MeN @iiaaee vee) 11ers: 
and HANDSOME GGdedadAb Set 





Morrison “Carry-All” Medel 6-910 


A BETTER BODY AT A LOWER COST 


The “Carry-All 
of your own business 
the tailored caravan canvas wp, sliding metal re 
racks, pipe racks, pipe vise bracket 


Optional 


shelves 
the standard “Carry-All” tor your 


. » Write today for PREE LITERATURE on the 
1” All Carry AU” TRAILETTE, 
Me 


and accessories 


MORRISON STEEL PRODUCTS, Inc. 
Cerry-All Body Division 
607 AMHERST ST . 


own particular requirements 


the weu 


BUFFALO 7, N. Y 







IDEAL Wiring Tools 


SPEED UP THE JOB 
...CUT JOB COSTS! 













Weg 


WIRE STRIPPER 


aot “nat he re eels ee 
Co l-FHeen FISH TAPE | B.X CABLE CUTTER. 






Easiest Woy 


* Cen't Stick or Bind 
to Cut 8-Xx 
in Any Conduit 
‘ } ip, twist BOX and 
wakes far less 

: ‘ t apert Cuts ty 

m teel spring «our hree-wire No 10, a 
ar ' ae a » 4S « o able arer 
slips cacily o 19 | of small diameter, Bled 
bends 25.ft. lengths | ‘ vat fur sharpening 
1 ly at mt nee ' Cuts anywt _ ‘ 

. } eth of cat 


OTHER IDEAL 
swoOrr.cur TOOL 


a 













IDEAL INDUSTRIES, Inc 
1037? Park Avenve 


rc 
1 

! 

! SYCAMORE HLUINOTS 
i 

| 

! 

! 

I 









can be easily and simply equipped to the needs 
Carry-All"” equipment includes 

ol. overhead ladder 
materml tray, compartment 
With these accessories, you can practically custom-design 


' 


MORRISON “Carry- 
Carry All” SIDE BOXES, 












Hi 


esaseiniennnenatill 


Laem ana aaaaemawaaanad 






Watermobile Makes Bow 









is being used 


it county foirs and dealer and distributor showings by the Deming Co. to show 


A DEMONSTRATOR TRUCK dubbed the “running watermobile”’ 





running water in action Water pours from |2 faucets at the rear of the dis 
play, each faucet being labeled for a different use Cutaway models of pumps 
wea nowr 





NARDA Insurance Plan WV hi eview.” How 


: , estigated 
Helps Dealer, Employee ther and came up with the 
l ( any " ance enehts t ’ tion pla 
4 ible for members of the : ny 
Appliance & Radio Dealers vember editorial 






Secrest Succeeds Geddes 


i y at ased hi 
As RTMA General Manager 
lents ar 
NARDA plan for the sas James D. Secrest has succeed 
. per ‘ | i etary a 
snag he Radio-1 
. Mr. Gedd 
, Son ‘ \ 
RTMA 
H t 
’ ' {A MI | retired af 
a aaa af fp th t ip. M 
WA D 4 





Journal Offers Retailers 
Autumn Trade Preview A Hand in the Pocket 
Asana Beats Two on the Controls 
Fall H ane Purnteh < Trade Pr \ Ed Cosgrove of the Ariz 
¥ ™ 1 Ar ance Mart Phoenix 
: . 4 " i BY I and f 
\ 
wr s al ) 
rye to 
i a i and mn 
Ma son - , Re 
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ais 


Institute Considers Change British Refrigerator 
in Cabinet Spacing Standard Being Produced Here 


» week; this can 
[00 oer month 


randied through 


staff 


Boston Firm Stages Second 


; Promotion in Supermarkets 
New Excise Taxes Planned be P 


On Freezers, TV Sets SN one na 
facturers telev : , nd } 11 cee ‘ Northeastert 
, i Moston, Mase 


on the Road to Mandalay 


RACE HORSES apparently have a softer life in Singapore than a good many 
‘ th ty In ao move to combot “dry-coot’’—foilure of the horse's 
c the government veterinory surgeon s ottice installed 
ver in Q test stable The test wos o success, two 
ng plants have been installed at the Singapore Turf club, 
nger must send their animals to the hills for a change in 

phere 
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is 


ARE PARTS FOR ALL 
WASHING MACHINES 
YOU SERVICE 


Onze source of supply . . one bill to pay 
for genuine parts for ALL washing machines when you 
order from the authorized Association jobber in your vi- 


. one order 


cinity, listed below. Equally important is the prompt and 
efficient service you can give your customers on repair 
work. 

This arrangement is made possible through the cooper- 
ation of the washing machine manufacturers. They recog. 
nize its importance as an invaluable service, assuring them 
that their products, in the hands of customers, will be kept 
in perfect running order, avoiding delays in waiting for 
replacement parts. The time you save through this “one- 
stop” source of supply means additional profits for your 
service department, 


APPLIANCE PARTS JOBBERS ASSOCIATION, INC. 


A Neat i Trede A ati Executive Office, Detroit, Michigan 


YOU WILL FIND THESE BINS IN OR 
NEAR YOUR CITY AT THE FOLLOWING 


_ ASSOCIATION MEMBERS © 





A-1 Master Electric Shop, Selt Lake City, Moreley's Wosher Parts, Buffalo, New York 
Utoh Pearsol Aqeeense Corp., Cleveland, Ohio, ond 
Akron Washer Parts Co, Akron, Ohio Doties, Texes 


Allied Electric Appliance Ports, inc, Phila D. Jj. Pheton Sons, New York, New York ond 


deiphic, Pa 
American Electric Wesher Co, Cleveland, 
Ohio 
Applience Parts Co., Indianapolis, ind 
Appliance Parts & Service Co., Seattle and 
pokone, Wash 
Arcend’s, Hertturd, Conn 
Cooper Wosher Parts, inc., Siowx City, lowe 
Detroit Appliance Parts Co., Detroit, Mich 
Electric Appliance Ports, Waterbury, Conn 
Finch’s Washer Ports Co, Grand Rapids, Mich 
Good Housekeeping Shop, Boston, Mess 
Gopher Applence Co, Minneapolis, Minn 
Home Electric, Inc., Youngstown, Ohio 
Wellece Johaston Appliences, inc, Memphis 
Tenn 
Ray jones Washing Mochine Parts & Service 
Co., Denver, Cole 
Kiimker Brothers, Cincinnati, Chic 
Mar-Cone Applience Parts Co, St. Lowis, Mo 
Ww L May Co. Inc, Portiond, Oregon 
Midwest Applence Parts Co, Inc., 
in 
Minnesota Appliance Parts Co. 


Neweork, M. J 

Precision Parts Co, Akron, Ohio 

Pritchord Electric Co., Okighome City, Oble 

R. and S Parts Co, Milwaukee, Wisc 

Redio Electric Service Co. of Penna, Phite 
deiphia, Po 

Retrigeretion Equipment Ce, Kenses City 
Me., Wichite, Ken., end Topeka, Ken 

Refrigeration Supply Co., Harrisburg, Po 

Refrigerotion Supply Co, Richmond, Ve 

C J. Roberts Engineering Co, Springfield 
Moss 

Servell Co., Detroit, Mich 

Shond Radice Specicities, Flint, Mich 

The C. W. Smith Co., Chicago, ii! 

Starr Electric Supply Co, Houston, Texos 

C. € Sundberg Co, Chicage, Ill 

Trible’s Inc., Washington, D. C 

Wash Mechine Ports & Sales Co, St. Lowis, Mo 

Washer Ports & Service Co., Pittsburgh, P 

Washing Machine Perts Co, Inc, Los Angeles 
Calif, Sen Francisco, Calif 
Diego, Calif 

Wynar Ports and Service Co, Rochester, N. Y 
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Its HOT for Fall... .. 





Taylor 


SUMMER 
-” BREEZE 


110-VOLT 
DRYER 


$1 39-5 


Retail 














Shghttly Higher 
a West 








@ IT'S the only family-size automatic clothes 
dryer on the market specifically designed 
to operate efficiently on 110-volts! 


it ; Hot © ITS the only every-home size dryer priced 


to fit easily into any budget with short 





Get it 


While 





term credit! 


for Sales! 






®@ IT'S the new kind of automatic dryer that 





women are telling neighbors about. 


THE TAYLOR CORPORATION 


Alliance, Ohio 


LEAGUE ACTIVITIES 





magazines are telling readers about .. . 





Nationally Advertised 
SILENT SIOUX 


SELLS BETTER 





EASIER PROFITS 





GAS SPACE HEATERS 


Silent Sioux dealers will have the biggest year yet with the 
Silent Sioux “anniversary line” of gas space heaters. These 
heaters are the finest ever made. Some of their many features 
are... 100% safety shut-off and pilot built-in droft diverter 

. . burner easily accessible from front A. G. A. approved . 
uses natural, manufactured or L.P. gas and cabinets in beauti- 
ful “Chippendale” period design. Priced for any budget. 



















Special dealer heips . Point ef Sale Stent ® one ~ 
* ‘ ‘ Hent Sioux Ot} Burner Corp 
» » Metiene! 
~e Dept. Em, 95 0 
edverticing . will help moke this ep range City, lowe 
@ profitable year for you If you are o Gious heating equipment and on = = 
Sitent Sioux Dealer a 
Get ecqueinted with the Silent Sioux line NAME 
eee Ges end Of Spece Heat Au 
c ithon: Furneces—Conversion Burner ADDRESS 
Units. Meili coupes fer full informetion ot 
ne obligation CITY State 
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League Group to Convene 
in Boston October 11-14 


International Asst of Ele 


gues will hold its fifteenth 


: ia nference in Boston from 
| to 14. Meetings will be 

at t Cople Plaza Hotel 
neral sessions will be held or 

lay Thursday and Fri 

ver 11-13 with spe ul ilu 
Wednesday and Friday and 


annual banquet on Friday eve 

ng. Directors and officers of the 

IAEL will be elected at a busines 
sion on Saturday morning 

Heading the program < mittee 


g © comme 
gene econor outlook, analyses 
f nsumer purchasing power 
and pportunities, legal pit 
ills in advertising and sales pr: 


Te perations, adequate wirit 
AM, FM and television problem 
ales training, what appliance pro 
means to the electrical 
lustry, and the econom light 


ng 


Retailers in Nashville 

Sponsor August TV Show 
4 television show designed to a 
aint the public with the latest types 


f receivers was sponsored in Nash 


ville last month by local dealers and 

listributors The show was a prelimi 
ary tot pening of the city’s first 
! tation this montl 


Northwest Dealer Group 
Hears Thor's Chalfont 


Some 300 retailers attended a 
immer meeting of the Northwest 
Appliance Retailers Assn., Seattle, at 
“ Paul Chalfont, Los Angeles 

nanager for T r Cory a 
i alpractices in selling 


Head Denver “Potholders” 





NEWLY ELECTED OFFICERS 
Denver Pot and Kettle Clut 
Mrs. W. G. Cline, Mrs. James H. Thompson, Mrs 
Medill, Mrs. Ceci! Boyd and Mrs. Albert M. Solen 


inciude 


SEPTEMBER, 





f the ‘’Potholders.“ 






as ad Kelly as air 
Pinellas County Observes 
Electrical Living Week 
Flectrical Living Wee Aug 
ated ~. Fret 49 as 
expa it a 
Pinel A 4 wa 
observed t 4 lea] 
ers Nor an 
ele and ld actors. 
ea esulted ally in 






Television Month Sponsored 
By L.A. Electric League 


set an ant ate ¢ r 





s slum Elects i 
I Ange I spons | \ 
Mont! June 15 to J 15 
Ay ter 
a ne 
it it) 
I rs ! I he 
I nusicians ris sports fig 
ind others ted the edu 
ational, cultural, and entert ie! 
leat res ot te levisi ! Th t 
a slight increase in June sales 
t May 


National TV-Electrical Show 
Opens Sept. 29 in Chicago 


tions are being made 


( ago’s third annual Na 


nal Television and Electrical Liv 
£ por red by the Ele« 

" Associat the show will 
pe Chicago's Coliseum on Sep 


he Eddie Cas and ot 
{ rs, who will a 
t the attendance t an ex 
{ 200,000. In 1949, 150,000 came 
y j 1948, 80.000 


women’s oauxiliory of the 


left to right) Mrs. Allen B. Carpenter, 


John Ranes, Mrs. Malcolm 
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it wasnt even. 
herephis morning 


Now, w-a-i- r1inute! That's going a little too far, Maybe we 
do perform istrial miracles in this America of ours, 

but we hav gotten around to putting up skyscrapers in 

one workinfifay —not yet anyhow. But we re doing things 
almost as aculous as that. 





Automol , radios, television sets, washing machines and so 
many ot wonderful things are pouring off our production 
lines by thousands — daily. 


Never ore in the history of the world have so many 
labor ing, time-saving, miracle-working devices been 
made the comfort and convenience of any people. 





» we do it? F asy ! 
it simply by a unique combination of qualities that make 
ation the most productive of any country 
rth. We do it with a system built on our solid faith 
belief in the dignity of the individual. 


haven't reached a state of perfection yet. We probably 
er shall. But we've been getting better and better and 
tter all the time. While we've been making all of these 
onderful things, we've been working progressively shorter 
ours, earning more money, living better and decreasing the 
cost of production so that prices can go down, 





Our American system is the best, the most thrilling, ever devised. 
With even better teamwork, the future is unlimited. If you want 
to help make that future, join with The Advertising Council 

in explaining the American economic system to your employees. 





Order copies of the booklet “The Miracle of America” which 
explains clearly and simply how a still better living can be had 
for all if we all work together. See that each of your 
employees receives one of these copies. 











Let's show the world what Americans 
can do when they really sry. 


WANT TO HELP? 
MAIL THIS 


The Advertising Council, inc. Dept. 8 

25 West 45th St., New York 19, N.Y. . 
Pleuse send me prices on _. copies of “The Miracle of 
America”, so thet each of my employees mey receive one. 


Nome 





THE ADVERTISING COUNCIL, INC. 


A non-profit organization representing all phases of adver- Compony 
tang dedicated to the use of advertumng in public pervice 


25 West 45th St., New York 19, M. ¥. abies 
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Mr. Retailer: 
Deal Directly with 
THE MANUFACTURER 


minate the middieman ond 


save the distributors mark-up 
Al s! prices include instruction 
booklets wiring, controls, motors 


etc anda tull set of attachments 


Precision engineered to operate 
quietly and efficiently. Designed 
to give the utmost in Sewing 
Pleasure for many Trouble 


Free years 


Sturdy-Practical Portable, Two 
fone lightweight case 


List $99. 50— Your Cost $42.00 


Queen Anne Console, fine Wal 
nut ond Mahogany Veneers 
List $149 50—Your Cost $62 00 


Useful Desk, Hand 
rubbed Walnut and Mohpogany 


Handsome 


Veneers 


List $199 50—Your Cost $84 50 


Sewing Machine Co. 
2147 Queens Chapel Rd NE 
Washington 18, 0.C 


DISTRIBUTORS APPOINTED 





Raytheon Mfg. Co 


Peasice-Gaulbert Corp, Dallas, Texas 
E. 6. Latham & Co, New York 
Grayber Electric Co, Inc, Philedelphio 
Scott Radio Laboratories, Inc 
Distributors, Inc., 


‘ ‘ b ‘ tribut 
ad 


Sylvania Electric Products, Inc 


Electronic Supply Corp., Colum 
bus, Ohio i " < 


x 


‘ ‘ 


Stromberg-Carlson Co 


Philadelphia Distributors, Phila 


delphia, has been a ted reg 


} 
liaty P 


Taylor Corp 


Charles Gallina, Memphis, Tenn 
EF. Meierhoff, Kansas City, M 
Ben D. Levenson, Pittsburgh 
Nathan Grauberd, Philadelphia 
A.B. Robson, Atlonta, Ga 

Ray Velliquette, Los Angeles 
).G. Rainey, Sheboygan, Wis 


Thor Corp 
‘ ' Brennan Appli 


ance Distributors, Inc., Detroit, a 


let 


Stromberg-Carlson Co. 


SIGNING 


Philadelphia, 


Webster-Chicago Corp 


Radio Electric Service Co., Inc., 
of Pennsylvania, has been appointed 
} if ' ! Webster ‘ h ago 


t ladelphia 


Whirlpool Corp 
General Appliance Co., Omaha, 


1 distributor 


Whiting Appliance Co. 


Distributors, Inc., Philadelphia, 


i « amed regional distributor 


® e ot refrigerator 


and = air 


Michigan Stove Company 
Arnold Equipment Co., Toledo, 
! narne stributor for ele 
Tit ( vy the A&B St 
t the De tr ; M ( 


Appliance Mfg. Co. 


butors 
Duche 


Allied Agents and Associotes, Baltimore, 
Md 

J) K. Atkinson, Albany, N. Y 

H. E. Wolgamott, Minneapolis 


Astral Industries 
Elliott Rowland Corp., Philadel 


phia d reg 
\ 


Crosley Div., 
Avco Mfg. Corp 


Graybar Electric Co., Inc., Rich- 
mond, Va., rd 
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Chiwther 


PROFIT-MAKER 


For You 


The Sensational, New 


COMCO 


CONCO 


PORT ABLE 


ELECTRIC RADIATOR 


RETAILS 


Regviarly at 


$22.95 


4500 8TU Provides quick, 


abundant heat where 
and when wanted! 


OUTSTANDING FEATURES 


SAFE Underwriters’ Approved. 
Uses no water, steam. 
Fally enclosed heating element. Even 
at full heat unit will not cause a 
serious burn if touched. 


FAST Begins heating as soon 


as plugged in. Consumes 

1320 watts, A. C. or D. C., emitting 

4500 BTU’s per hour, the equivalent 
of 1834 sq. ft. of steam radiation. 

Weighs only 28% 


LIGHT pounds. Easily port- 


able, nicely balanced. Compact, size 
23” x 7” x 19". Smartly styled. 


ECONOMICAL 


Costs approximately 2 cents per hour 
to operate (average rates) ves on 
regular fuel in spring, fall, through 
winter. 


101 HOME USES 


®@ IDEAL in nursery, 2 
A, | 


bath, on porch, in base- 

ment, bedrooms, laun- f 
dry, playroom, cottages, 
workshop, RIGHT 


) 
Convenient carrying fi 
f 


IN 


WRITE tor compicte information on 
this outstanding oew product 


CONCO ENGINEERING WORKS 
Division of H. D. Contey & Company 


Mendota. Illinois 


handle folds over to 
double as handy drying 
rack 


j 


Arhiate 
CONCO MATERIALS MANDLING DIVISION 
Crones Hosts 
CONCO BUILDING PRODUCTS, INC 
rick — Tile — Stone 
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nem 


Hallicrafters Co. 


ELLIOTT-LEWIS CORP., Philadelphia, has been appointed o distributor by the 


H rofters C Thomas H. Lewis 


4 


president of the distributorship, shokes 


hands with Rollie Sherwood of Hallicrafters after signing a franchise. Stand 


ng A M. Morton 
Morton and Boice are with Elliott-Lewis 


mor 


Coolerator Co 


MacDonald Electric Co., Miami, 


eT 


Coroaire Heating Corp 


Arnold Wholesale Corp., Cleveland 

Gas Heating Corp., Norfolk, Va 

Motor Power Equipment Co., Minneapolis 
Minn 

Joseph B. Smith Co., Toledo, Ohio 


DuMont Laboratories, Inc 


ur 


Clark Distributing Co., Allentown, Pa 
Rowles Sales Co., San Antonio, Texas 
Buh! Sons Co., Toledo, Ohio 


Fedders-Quigan Corp 


te ( 
| . lik { 


a7 
Allison-Erwin Co., Charlotte, N.C 


Covington Distributing Corp, Houston 
Texas 


Florence Stove Co 


Walter B. Lloyd Co., Inc. 
Salt Lake City t t 


Hallicrafters Co 


A. F. Epting Appliance Co., Char 
otte, N.C na eX 


Kaye-Halbert Television Corp 


k 


At left is Charles Boice and ot far right, Michael Muckley 


while Muckley is Hallicrafters regional 


‘ t t Apex Electronix 
Sales Co., New York, as distributor 


, 
ts of television receivers 


Apex Electrical Mfg. Co 


C. R. Rogers Corp., Pittsburgh 
; nted distributor for 
wphances manutactured by 


Electrical Mig. (¢ 


i en appot 


Majestic Radio & Television, Inc 


Ti 
Viaje 


lded +t 
a 


Ajax-Albony Corp. Albony, N.Y 

Associated Distributing Co, Columbus 
s. ¢ 

Bollard & Carter Co., Ogden, Utah 

Brooks Supply Co., Tampa, Fle 

Chief Electronics, Inc, Poughkeepsie, N. Y 

Goddard Distributors, Inc, West Palm 
Beach, Fie 

La Salle Appliance Distributors, Chicago 

National Sound Equipment Co, Omaha, 
Neb 

Pacific Telecoin Corp., Los Angeles, Cal 

Pacific Telecoin Corp., San Francisco, Cal 

United Service, Nashville, Tenn 

West Coast Distributors, Tampa, Fia 

William & Shelton Co., Inc., Charlotte, 
N.C 


Murray Corp. of America 


new distributors |! 
ted by the Murray 


4 erica 


Horne-Wilson, Inc., Atlonta, Go 
Perry Shankle Co., Son Antonio, Tex 


Tele King Corp. 
LT hree ¥ distribut 


Tele King 


Seaboord Distributors, inc, 
Conn 

Mountain Electronics Co, Charleston, W 
Vo 

Better Homes Products Co, Nashville, 
Tenn 


Hartford, 


Whirlpool Corp. 
Motor Supply, Ltd Honolulu 
Mainline Cleveland, inc, Cleveland, Ohio 
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MARVEL 400 to your present lines. There's o 
bigger market than you may realize for a relly 
good 4-foot unit 

Requires only 23" x 20° floor space. Door 
opens full 90° even when unit is smack against 
the woll, Requires no side or bock ventilation. 
T ih hermetic ally sealed compr Under. 
writers approved! 

Needed by doctors for refngerating penicillin, 
sulfa, etc. Make multiple soles to 
houses — both oniginal equipment and replace: 
ments —cotiages, resorts, etc 

The ideal second refrigerator for the home — 
recreation room, shop, home bor 





Write von oraren viverarunet 
MARVEL INDUSTRIES, Inc. 


Mich 


Refrigeration Engineering 


Marvel has built small, specialized retrig- 
erator since 1937. Superb production facili- 
ties in our new, modem plant of Sturgis, 
detigned and built exchsively for refrig- 
erotor manvtacture. Every unit individually 
tested. Performance guaranteed. 





Slingabouts... 

cbhsolutely essential to my 
business”?.. says John V. Prokopy 
Prox Home Appliances, Danbury, Conn. 





“We could not get along without Slingabouts 

they pay for themselves over and over again. We 
sincerely recommend them for everyone handling ap- 
pliances."" That's what Slingabout protection means 
to this New England appliance dealer. 

For your appliances, Slingabouts mean . . . protection, 
with husky canvas jackets, thick padding, soft flannel 
lining . . . handling ease, with a sturdy sling to aid 


moving in trucks, narrow spaces. Slingabouts slip on 
and off fast, fit major appliance makes. 


Ask about Wrapabouts for TV sets. 


WEBB MANUFACTURING CO., 2918 N. 4th St., Phila. 33, Pa. 
Send Slingebout prices for model # 


Nome 
Address 


City 


moke Refrigerators 


Radio 
Check fonge 
Applionce )Washer 
Other 
(please specify) 














DISTRIBUTOR NEWS 
THE Kitchen-Aire EXHAUST FAN | — eee oe 
Is DIFFERENT... ! | Manogers Retin pany, Tole, General Electric. 


tributor. He succeeds Sam Stoller, 
The retirement of two Frigidaire who has been assigned to new duties. 
sales Corp. branch managers was re 
cently announced by P. M. Bratten ; ; 
general sales manager of Frigidaire Raybro Electric Supplies 
vision, General Motors, along with Holds Sales Meeting 
new appomtments to hill the vacancies 4 general sales conference was re- 
Edmund B. Dorsee, manager of the cently held in Tampa, Fla., by Raybro 
lwin-Cities Branch at Minneapolis Electric Supplies, Inc., Tampa, Jack 
St. Paul, and Philip K. Abry, Pitts sonville, and St. Petersburg. The 
irgh branch manager, are ending 25 meeting was conducted by J. A. Mook, 
and 24-year associations with the com Ir. advertising and sales promotion 
pany, respectively Mr. Dorsee will manager M. O. Hollis, secretary- 


be succeeded by Francis W. Hartigan treasurer, outlined the company’s pro- 


At A ff it 


general sales manager of the Twin gram for the next six months 
Cities branch, and Mr. Abry by Stuart 
H. Zoellner, his former general sales Krich-Radisco Appoints 
ns Prestele District Manager 
Wolfe Named To Head Joseph -restele has | a 9 
Gross Lewyt Division R . : rhachis: ar fas 
lack Wolfe has been appointed head = Oe 
Dillerent. because it ie FIRE- SAFE. grease laden air is NOT drawn over motor: f anew Lewyt sales division of Gross 
Different. because intake grill may be mounted above cooking range even on stributor Volfe has had nd television district manag 

inside wall; sever pecialty selling assig nt nith Radi rp., Orang J. His 
Different, because ordinary 6” stove pipe will serve for making connection nee t fir n | new territory includes Sussex County 

between intake grill and exhaust fan; nd part f Passai Ber 
Ditierent, because it is QUIET. operating mechanism is mounted OUTSIDE Rudisco Wins DuMont 

the wall; , 
Dilferent, b i is weatherproof, back draft damper protects against Distributor Award G-E Includes Model Kitchen 

heat loss. ra’ hanism is b d in rosion-tree aluminum. Rudis , hee heer - Sa a a 

peers ae - vais In “Home of Year” Exhibit 

Yes, the Kitchen-cire is different. It is electrically operated, can be installed net Ur len B iMont « 
anywhere in sew of old houses. keeps kitchens cool and odorless, bathrooms ributor ievemet av The nodel kitchen, designed by Ger 
and recreation rooms fresh and basements dry. Underwriters Approved. rd bronze plaqu s{ nted t lectri ppliz s, Ime 
Advertised in Better Homes and Gardens. A fast seller: Inquire todcy: | | { 


and 








was 
tion in the 


3202 £. Weshington Street tnd 














Ohio Appliances Names Faul 


VENCO... mr Sc eee aR eda 


ily took 


BAROMETRIC DRAFT CONTROLS ao ak Gita Maines” a dae’ cour Ele Mow ere Sus. ta en 


FOR THE FINEST doi oe keen arsenal ae 


i m Oo imiral Corp n ill 
© WATER @Caters | v 1 of A ral and «sw 


Lengel Chosen Sales Manager listribute Admiral 7 af — 
. . televisior sceivers, and appliances to 
For Commercial Electric Co. 20 ideation tes: Giatenin Shane: Meanke 
This ph F. Lengel, Jr. has In charge he new divieton will be 
anager | the 
For 
Space Heaters . 
and Ranges Business on a Boat 


field 


SCOTTY 





... the original 
OME-MAN tailgate —roecer ox wijusranie. 6° 10s 


tor 
ers with 6° outlets. or 6-7" ba 
4 * 7 lets. 
loader for 14, 4% and sii Sar"n "fuse Sons 
Tee 10 For horizontal of vertical > ~ 
then. Built te the famous Field desiqnz-—more 


1 ton pick-up Gwancice|comcus, was ccative ter Gow “seston 


anee, greater economy 


that does the job at - 
Yy the cost Finest 


For Automatic 


of comparable load-  Hesties unis 
ing equipment field 


® Saves Time and Labor TYPE “mM” 


© Prevents damage to merchandise FIELD Type “M™ Controls serve you 
woys: First, as standard equipment on most 

© Protects personnel from injury | cutomatic heating equipment, they help = 
sure rec 


“wo: ” ‘ise urate trol of drafts. —- 
VENCO puts the “pick-up Ro Savecheh model cllere on eppertuaity tee 
P ick k profitable sales to hand-tired homes. offering | 
WA YOUr PICK-UP TUCK | ive! savings up to 25%. proater cafety. longer BOSTON AREA DEALERS tel! Arnold Z. Rosoff, promotion manager for Equip 


turnece fe, more even 
See Your locel truck equip 
ment dealer or write 





ment Distributors, Inc., what they think of Raytheon’s new TV line, on display 
W rite ter tull Govnite om Meld Garemetete during a moonlight cruise sponsored late in July by the distributing firm 
— | Over 3,000 dealers, their salesmen and wives made the trip. Left to right are 


VEN CORP 2028 Newell St. Dept. € | EXTIOIT TUTE RAEI | | M. Soudo, Quincy, Mass., Rosoff, E. Sterling, Worcester, Horry Oranberg of 


Los A les. Calif 4M 0 CONMEEY &6 CO . MENDOTA, TLL Equipment Distributors, Inc., and S. Parker, Worcester 
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Distributors Convene 


OFFICIALS of Mayflower Sales C St 


themselves during the DuMont national 


ous, and Teldisco, New Jersey, enjoy 


distributor convention in New York 


eated clockwise ore Art Hirsch. Teldisco: Cx Edgar Bloomer Teldisco's 


jent; Edward Erbe, Teldisc 


ses DuMont's 
wer: Allen Hicks 


monager; and Elliott Nonas, Elli 


southwestern regional saies manager. Gene 


May tiower im Tait 


Morrey Lasky, president of Mayflower: Bill 


¢ 


straus, Moy 
DuMont eastern states regional! sales 


tt Nonos Advertising, inc 





Brechner Advanced 
By Jacobs & Rogovin 


Br er as 


Zenith Corp. Honors 
Veteran Wholesalers 


» Lorporation recentiy 


ale distributor \W 
nith products for over 
and gold pins were 

Robertson, exec 


nd treasurer 


Plymouth Announces 
Three Appointments 


ry 


ing Arms Co. 
Plymouth advertis 
Albert Dering, for 

rd-Arnold ¢ ' 
{ field operati 


ae 
au 


Milwaukee Firm Sponsors 
Chicago Dealer Trip 


Ar a 


ELECTRICAL 


ag During the da 


saw the new Strombere 


1 ' ’ rat 
lisplay at the Palmer 


RCA Distributing Corp 
Purchases Bickford Bros. 

RCA Victor Distributing ( rp has 
r I f Bick 


wholesalers in Buffalo 
7” 


th ohvs ] asset 
¢ physical asse 


" ased 
iord Bros 
over the 
rmer Bickford 


tas taker 


been in pera 
1939 and in 
Earle Hart has 


nanager ot the 


GESCO’S Lewis Ranks First 
In Hotpoint’s Sales Contest 


R. J. Lewis, appliance sales man 
ager for General Electric Supply 
Corp., Hartford, won top honors in 
Hotpoint's 


second = annual Sales 


trainia” contest for distributors. Cash 
handise prizes were awarded 
off i 


icials w alked up 


est number vot dealer 


past 


ded into 

pened 

getting 

lealers for train 


the second 


: seco phase in 
g up Hotpoint dealers 
salesmen to attend five “qual 
G-E Distributing Branch 
To Build in Pittsburgh 


The Pittsburgh branch of Gen- 
1! Electr Appliances, Inc., will 
! new warehouse and office 
n East Liberty in the near 
structure will be lo 

‘oint Breeze, Penn and 

‘nues, replacing a present 
location which is in the 


Point Park area 


Watts Made Sales Manager 
For Scioto Sales, Columbus 


Robert M. Watts has been pro- 


ted to sales manager of the gen- 
ing divi n of Scio- 
Ohio. The 


utor 
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a Salely.... 
Symbol 
that 
Stimulates Sales 


Electrical distributors find they can effectively strengthen their 
sales story by featuring appliances having Flag Labelled power 
supply cords and cord sets. 

Buyers quickly grasp the fact that an mmspected cord assembly on 
an appliance offers added assurance of both safety and long-lived 
service. The Flag Label tells them at a glance that this particular 
electrical ‘‘lifeline” conforms to the safety standards of 
Underwriters’ Laboratories, Inc. 

Are you benefiting by Flag Labelling—and the Safe Electrical 
Cord Program that is telling people everywhere about its 
importance? For full information, write us. 


SAFE ELECTRICAL CORD COMMITTEE, 155 East 44th Street, New York 17, N. Y. 
ote Mark your orders “Bectrical cords 


W's the 


POPP OP eee eee eee eee eee eee ee ae ee 


must bear Underwriters’ Flag Lebel” 








YOU can make more money 
with the mew One Minute 
Washer line . . the most 
beautiful One Minutes in three 
generations of building quality 
wishers. 
There's a One Minute for each 
of the five ps price fields 
every model ruggedly built to 
give your customers trouble-free 
service week after week, year 
afver year, thus protecting your 
prof, Write for liberal propo- 


sition. 


All models with exclusive trouble 
free, more efficient gear ossembly 


STYLE LEADER DRAIN TUBS 


Enurely new. One piece, pressed from steel. Gleaming 
white inside ‘and out. Fini with “Superclad”. Selling 
like hot cakes. Investigate. 


ONE MINUTE WASHER COMPANY 


KELLOGG, IOWA 
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NEW LITERATURE 





RCA Victor Div., g i indenies 
Radio Corp. of Americo $ is part : reple te it - kage 
steriais nelude hve 

mplete re f { records on electric ranges 

roklet x P water heaters retrigerators, dis! 


AM and wa and : gundry e 


yu 


FAN TYPE 
PORTABLE 
HEATER 


Compore Heat King's smart, 

modern styling with conven- 

tional heaters and you'll know 

it's the heater to merchondise 

this season. Tops nm beauty 

tops in performance. Has od 

justable heat direction | Aim Industries, Inc 


whisper quiet motor George H. Fa 
and instant heating for Ai Indust 
action. Finish is oftroctive ’ 


brown Hammerloid. it's a 


The Kitchen Maid Corp 


Kite} i Kitche M 
traffic stopper a sales 


builder—order from your 
jobber TODAY 


Tilting 
NATIONAL DIE CASTING COMPANY 
ee ee Head 


NOW install Automatic Washers 
this SIMPLE, LOW COST WAY 


with the New 
, Another 
G w Guardian 
INLET CONTROL VALVE FIRST 
Designed for 


AUTOMATIC WASHER 


installations 





4 ‘ 


. 


Cleaner Display 


Pat. Pending 


High installation costs reduce your profits on auto No, 1800 Series Inlet Con 
matic washer sales. You can cult costs to the trol Valve. Brass or chrom 
jum finish. Left or right 
hend hose outlets. Stand 
ard ‘“” LP.T. male and 
female ends at outlet and 


bone on every installation by using Guardian's 
new inlet control valve especially designed for 
automat washers They simplify plumbing 
problems save installation time save cost niet of through waterway 

of extra tees, ells, nipples, etc. Guardian Inlet Inlet hose connection male 
Control Valves provide dual outlets for hot and fo: tandard hose 

cold water with valve controlled inlet supply | oupiiag 

the automatic washer and through waterways | 

existing faucets or tub lines. For genera! appli 

cations on automatic washer supply lines use ‘ 
Guardian No. 1500 Valve. Write for complete 

specifications and typical application drawings 

given in Bulletin V102 


MAIL COUPON NOW! 
i 


Geardias Predwcts Core Valve Divisions 

De €.4, 12:5 €. Geeend Ot 

conten City. tea St 
> pgagaraaranmabs PRODUCTS CORP. Ine. The kit, no larger than a make. UNIVERSAL’S HOME CLEANING 
—- mots So as res 15 items with CENTER r display ffered by 


crm Dept. £-3, 1215 &. Second Street which the salesm: jo 17 dif- Landers, Frary & Clark. Photo prints 


BONE P a : ) w attocnments can 
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DEALER SALES HELPS 








STORE FIXTURES 
“STAR-STUDDED” (5-E decler display designed for use during the early fall 
nd umer f the return of ft flight pr 


All Merchandise Displayed where 
eason to remind « . roms to the net © it is Eosy-to-See, Easy-to-reach 
work S M. Fassler advertising manager, and D. S. Beidon, radio $s Easy-ro-see, asy- ‘o-reacn. 


sales monager 








® Over 50% More Selling Space than 

conventional store equipment. Inset illustrates ease 4 dis- 

“Head-On" and “Side-Unit" Models playing merchandise of vary- 

© 4. make 5'x5' and 5'x10° Islands. Nah ove tection wih i ee 

d rovid U " te 

@ “Side-Units” Also for Modern ee... Se eee 
ible Wall Section Displays. more with PLEX O-STEP. 


NARDA Members contact your Chicego Office 


714 Cor erciel St 
ADD SALES CO.  smanitowoc. wis 


New Password to Profits... 


with the great NEW line of 
“Mmevica’s Finest” 
DAY-GLO PAINT mckes ‘White’ ond ‘‘Water-Hotter’’ stand out in this dealer 


lisploy offered by White Products Cort Farm and home freezers 


Pee ae 


Georanteet by 
* = 
i] . eo. ‘ 
49, ’ 

; : Today’s Big 
” mye? VEAL SG ; : 
Sales Advantage © 
HEETAIRE in Freezers! ts 
. You'll see this exclusive *"RECORD OF 
x 24 head, ad Meat - ; ecg gr we by a ee K 
—— is repixa of actua performance 

ream WOY inrRa- : reerer e} f 
: san-fences wane ane 1 test charts on file at the factory, it is your 
ct a best guarantee of quality engineering, 

| - Pel , 


» trouble-free operation, years of food freez 
eat ' ing satisfaction —- proof of “twday's best 


buy in freezers AND THEY'RE BACKED 8Y THE MOST 
COMPLETE DEALER SALES AID PROGRAM 

Hew Ceauty, Hew Features, Joo IN BEN-HUR HISTORY! 

Again, the new BEN-HUR Freezers are out Ask your BEN-HUR Distributor about the 


new models and the profuable dealer tran 
standing in new modern design, colorful hice or write direct 


Ben-Hur Blue trim, new interior lighting SEN-HUR MIG. COMPANY 
more effective cooling, and new conven 6M E. Keefe Ave. * Milwaukee 12, Wis 
seme features. Each model crowds more Dept EM 

storage capacity into Jess floor area for 


n 7" Kepresented Natron Wide by Leading 
space-saving home imstallation Independent Distributors and Dealers 


DISPLAY STAND fered deolers by TWELVE ASSORTED CLOCKS con be BEN-(i |||; Beceem ens nome rncerees, 
Morkel Electric Products Inc for lisplayed in less than three sq. ft. of 
tenis Series. Mastin aeaein tan sace en this entiaudtvers, Colonial HEALTHFUL LIVING THROUGH FROZEN FOODS 

< ests fea jesign dealer display ovailoble to Gen 


ero! Electr leclers Price $ 
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SELL TV ~~ 


with the ONLY low cost, completely automatic 
Coin Pay Meter on the market! 


25¢ 3 day or an hour 
e A.B.T. 


COIN 
PAY METER 


TELEVISION 
Refrigerators 
Washing 
Machines 
Furniture 

All electrical 
appliances 


Break down olf sales resistance and in small lots) 


promote with the ABT METER Distributers’ 
PLAN timings set as desired, 


inquiries invited 
wees only querters, television oF emehes 
retrigerater acts as collection = pot — ON LY . $6.9 
medium. ORDER YOUR SAMPLES £.0.8. 
TODAY! Chicago 


ture avaliable 


Mew York Office: 17 Last 42nd St., Phone: Vanderbilt 6-0147 


A.B.T. MANUFACTURING CORP. 


Genere! Offices and Factory: 715-723 NM. Kedzie Ave ee ee 


FOR OVER 31 YEARS 


The Werks Largest Menufecturers of All Types of Coin Centro! Equipment 


“The Dorby "2 | 


THE OUTSTANDING BROILER VALUE ON THE MARKET TODAY! 


TAKE ADVANTAGE 
OF THE NEW HOME 
TABLE BROILER MARKET 


@ Only the DORBY 
intro-red BROILER 
brings your customers 
all these outstanding 
values and advantages 


LONG LIFE—CLEANLINESS & GLEAMING BEAUTY—using porcelain on 
steel and bright polished cluminum' 

LARGEST BROILING SURFACE--9 « 12‘ 112%2 sq. im.) for the most 
delicious and uniform broiling 

SPECIAL COILED infra-red ELEMENTS-LARGEST--MOST EVEN—124 
inches long and oversize for superfast heating—long life! 

HIGHEST HEAT OUTPUT—UL APPROVED—for either AC or DC circuits 
1600 wotts—110-120 volts—elimimating smoke and odors! 

UNIQUE MODERN DESIGN——-heot and speed adjustments—easy to clean 
tip-proot brover pon—tood clearly visible—-complete ai circulation’ 


Write Today ® DORBY Company, Mdse. Mart, Chicago 54, 


DOREY COMPANY, Mdse. Mart, 
Chicege 34, tl 


RETAIL LIST 


1995 | 


East of Rockies 
F.E.T. Incl 


Bome Stele 


© A teow Tevitertes Open fer Manufacturers Representatives 
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Eliminates Damages 
and Costly Claims 
NEW HAVEN 
QUILT AND PAD CO. 


PADDED COVERS 
FOR APPLIANCES 


REFRIGERATOR 
COVER 


$13.5 


Carrying harness extro 
Waterproof Adjustable to 
fit 4 to 10 Cu. ft. boxes 
Wraps around completely 


WASHING MACHINE 
COVER 


$9.00 


Gives complete protec 
tion. Waterproof. Height 
49, diameter 31” 


Automatic Washer 
Covers Only $8 Eo 


RADIO COVER 
$g.00 


Waterproof. Completely 
covers all console mod 
els. Width 35”, depth 
20", height 38” 


Combination Radio 
Covers $8.00 Eo 


GAS and RANGE 
COVER 


$] 2.90 


Easy to slip on and to 
remove. Fits over bock 
querd, too. Width42” 
yo 28", height 
42”. 


Auto. Washer 
& Drier Cover 
$8 00 


Waterproof Width 
x1", depth 26” 
height 39” 


FREEZER 
COVER 


$13.75 


Waterproof Width 
54 depth 31”, 
height 36 Other 
sizes available 


SEND YOUR ORDER NOW 
Always on Top 
Because They're Best! 


neW HAVEN 
QUILT & PAD CO. 


82-84 FRANKLIN ST. 
NEW HAVEN 11, CONN 
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get aleng like : 
newlyweds with Continued from page 2730 
thelr electrical ap- af J 


pllances, #theceré =o) / / Field Control Div, H. D. Conkey 


sets are CORNISH... ( & Co 226 e IN THESE NATIONALLY FAMOUS MAGAZINES 


the sure guaronter 
Florence Stove Co - : 
ol ma — Ford Moter Co , The millions of readers of these magazines 


the happy forewel! Frigidaire Div General Motors 4 . te: are the responsive, quolity-minded, 
te Condeliriem! Corp ' ’ able-to-buy type of customers. Some in 
your community will be asking for 
General Die Stamping Co ‘ Rittenhouse Door Chimes. Be sure to 


General Electric Co hove them on display and in stock. 
Appliance & Merchandise 


Dept 36, 103, a ‘ Phone your electrical wholesaler, 

Elect Dept. 46 "a 1 o wits today Ser 
CORDS and CORD SETS je Ress Reeiieieea complete information 
eae ed | General Floorcratt, Inc . ay hae 


General Mills Home Applience 
Dept 
Selected by leading manufacturers . . | Geuder Poeschke & Frey Co 


: ! 
why not by YOU Groy & Dudley Co Display S 


sls Guardian Products Corp Cash In ! 


A full line of Flexible H& oa Mig. Co b 
Hao o., e =e 
Cords for the Repair and Mellicrefvers Co., The 92, Ritten ouse 


Hemilten Beech Co.. Div. Scovill The Chime Line that Hos Everything .. . 
— industry, Mfg. Co 112, The Chime the Public Knows Best! 
Hamilton Mfg. Co 

Hedges Mfg. Co., Inc. M. M 
Hobart Mfg. Co., The KitchenAid 


2 am Rillnhous DOOR CHIMES 
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Hoover Co., The 


CORNISH WIRE COMPANY Sy | tetvsint, tne 128, SR subbvse | comrans 


Hubeny Bros, Inc 
13 Park Row New York =7N-Y 





Ideal Industries, Inc 


international Nickel Co, Inc 
On Roller Bearings 


Up and Down Steps... Over Obstructions... Kalamazoo Stove & Furnace fe. i : 
Rolis Smoothly Over Flat Surfaces The 132, 133 ; 
Keen Mfg. Co 232 to meet dal: PTTTLLiTiiiL 


Kelvinator, Div. of Nosh-Kelvine TTLTEELitt 


tor Corp Bock Cover rel-Yaalelate| re} j 7). 


Knapp-Monarch Co 152 


Ladies’ Home Journal 203 YO U R 


Lomb Electric Co., The 217 


Landers, Frory & Clork 88, 89 C U prey,’ | t R 4 
Lectricovers, Inc 9 
HAND TRUCKS Lewyt Corp, Vocuwm Cleaner 


Div 38 39 Tested and peed eo ee ras 
thom servic’ , wadereriers ore é 
@ Patented Roller Life 120, 121 tavies, Ine nu 
Bearing Crawler Locke Stove Co 216 : 
Tread 


Lovell Mfg. Co inside Back Cover Two New 
@ Sturdy Construc- 138 
tion 


- Alurminum, Lyon Metal Products, Inc 33 Wall-insert 
Steel or Weed 


Safety Straps 
- met Strap Magnavox Co., The 13 HIGH 


Tightner Markel Electric Products, Inc WATTAGE 

The Famous Marquette Appliances, |nc 198 

Crawter Tread 
_— a Marvel Industries, Inc 225 


Mastercrafters Clock & Radio 1500 and 2000 Watts ove Two Heating 207 - 208 HEET AIRES 


Co 49, 530 : . . , 4 . 
Sgro tee Zones or with Built-in Thermostats Have All These Features: 
,% 2 ® Abundant Infra-Red Radiant Heet 
Model $-2-5-T Over Ball Bearings! ’ Good looking, compact, easily ® Choice of 2 Heating Speeds or 
Mend-It Sleeve Mfg. Ce Thermostatic Controls 
Never have you or your men experienced Merchandise Mart, The * the -nted NEO-GI . ped cana beeen 
such complete utility with comfort as that Merchandising Supplement 1 patented | “GLO elements ‘. reg py thos 
offered by the Escort hand truck. No lifting Metal Ware Corp., The 212 for cheerful, comfortable ee ae 
no fatigue. Carries a full load safely up ' , @ Sofe, Clean, Controlled 
and down steps, over obstructions. This Midwest Appliance Parts Co immediate radiant heat ! Instant Fumeless Heat 
truck simply crawls over on roller bearings. Minneapolis-Honeywell Regulator @ Absolutely Quiet 
Co 1 rite for the complete details and specifications —~ and the name of your neeress HEETAIRE 
Write for Catalog. Modern Woter Equipment Co e 
Morrison Stee! Products, inc 


Stevens Appliance Truck Co. Morten Mig. Co ——ot ® LA SALLE 


OpHurcts ine 
ea Ea Continued on poge 232) PRODUCTS. INC 
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WRITE FOR CATALOGUE FREE 2:,..23% Assoc 219 


Washing Machine 6 Vacuum Cleaner Parts. N ! 205 
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ENDLESS BELT MOVER many from one dependable source. New Haven Quilt & Pad Co 

factured! Adjustable fer Quality. Service, Low Prices Norge Div Borg-Warner Corp 179 

coe, 6 he @ few wee MIDWEST APPLIANCE PARTS CO. 
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=e Mokes U teres of stir 

woys. Potented leverage strap a cetmle ; = 

tightener, for rural delivery ine Minute Washer Co 
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ey ye oe ae ce a oe ot oD Modern Merchandise 
Displays Need 


OPPORTUNITIES: SELLING EMPLOYMENT MERCHANDISE BUSINESS - MOTION! 


CLASSIFIED ADVERTISING 


RA T t 5 UNDIBFPLAYEOD * : t r a DISPLAYED 


Gitte: Ss ~ =. || “Doto-Sho 


. ELECTRIC TURNTABLES 








sor i ee ———S SJ | The ACTION Display Way 


LINES WANTED—Southwest ne Ni #4 (0 offce® yo To Boost Your Sales 


Aqqressive sales organisation. headed by f 

former Sales Manager appliances, racic ; j New model 712” ROTO-SHO’'S two 

distributors thie crea, expanding. seeks wa bualt-in lectri outlet permits 

lines tor New Mexico 4 West Texas. Ex : | Sys = Hh Cice < utie i i 

eollent contacts. Established SELLING OPPORTUNITIES OFFERED there is anything novel, self-contained lighting effects 
MARRY PAROOLL ce by means of sliding contacts, as well 


4 €) Cortes Gide que, N. Mon y you want a” ae as Operation of electric devices whale 


= _ a urntable revolve three times a 





minute—liehts turn with table! 
FOR SALE ‘ that other readers There's nothing like “712” to revolu 
Electric Bowl Heater Department ' of this paper tionize wir window trim and stop 
consisting of tools dies, assembly res AN ) ' c passersby dead in their tracks. Sturdy 
et« co A yo Me of ‘om Be tacit ‘ are . on supply ne construction, te ranteed, it car 
14° bow! heater ‘ L ics up to 200 Ibs. 18° diameter table 
EAGLE ELECTRIC MFG. CO. INC ts Allover height just 7”. A.C. only. Re 
23.10 Bridge Plase Se Leng | thlend City, ny or member, ROTO-SHO is the oldest 


“8 name in turntables! 


SELLING OPPORTUNITIES WANTED something 
you don't want 


that other readers 
can use, 
advertise it here 
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y information a par 
knows manefacturer wishes te rewed eut ‘ x / 7. “ 
bie Hee fer ereductic ROTT PRODI « “TS ‘ala 


- KM dina er bats BUSINESS OPPORTUNITY SEARCHLIGHT 


pens hl  R +! _ GENERAL ote AND STAMPING co 


tails, Address ident owing Machine and appliance SECTION Integrity Since 
“ ih ‘ “ ' 


Dept 65, 267 Mott St. © New ‘York 12, N.Y 
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THE 
COMPLETE LINE 
FOR THE TRADE 


100% AMERICAN MADE 
UNDERWRITERS APPROVED 


BUY FROM YOUR 
JOBBER AND ASK 
FOR “POLLY” 







Catalog 
and Prices 
on Request 


ont” [ites 
Theyre eot! 


We Cater to the Wholesaler 




















LEO POLLOCK CO. 


Mfrs. 
NEW YORK 13 





SURFACE TYPE 
Black Heat Elements 


MODERN 


Automatic Electric 
Water Heaters 


Plas — 


nted 


Other Medels: § 


12, 20, 30-gal. sizes 


Also complete line of domestic and | 


! commercial water softeners 





MODERN WATER EQUIPMENT CO. 
Dept. EM-1, West Chicago, tit 


' 

' ' 
' ' 
} i 
8 « — Water eos 

' send details prices on Heaters softeners ' 
* Name ' 
' 

' Adar ' 
y Address ' 
' P ' 
q City State i 
hewmen mmm eee eee eee 4 
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Taylor Corp., The 222 
Thor Corp 131 
Tuttle & Kift, Inc 166 
Tyler Fixture Corp. Harder-Freez 

Div 45 
Ven Corp 226 
Voss Bros) Mfg. Co 10 
Wahi Clipper Corp 233 
Webb Manufacturing Co 225 
Webster Electric Co 123 
West Bend Aluminum Co 211 
Westinghouse Electric Corp., Ap 

pliance Div 2, 3, 163 
Westinghouse Electric Corp. 

Lamp Div 18, 19 
Westinghouse Electric Corp. 

Television-Radio Div 180, 181 
Westwood Washing Machine Co 232 
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A lorge stock is meintoined to provide 
you with prompt delivery. Quality 
quont ty ond service are yours for the 
asking 


~ |. on 
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CORD SETS FOR: 


@ Television ® Radios 

®@ Clocks ®@ Refrigerators 
® Electrical Appliances 

@ Porteble Tools 

Columbio's” Cord Assemblies ore mede of 


the finest Underwriters Approved cord and 
plugs 
We stock U/L epplience hookup 


wire from 22 to 16 Ge. for prompt 
delivery. 10 colors eveileble 


COLUMBIA WIRE & SUPPLY CO. 
2850 Irving Park Road 
Chicago 18, Illinois 


“National Distributors and Worehouse 
for Anaconda Densheath Television 
and Radio Wire and Cables.” 








MODEL 

AIR-FLO A-SSS 

AUTOMATIC SHUTTER 
WEATHER-SEALED 





POONT ViEW--CLO SEO 


It Leads the Field 


In Features 


There is ever 
use AIR-FL 
heav 
and q lite to the louvers, assures quiet 
operation and pertect counterbalance, pre 
vents rattling. Aluminum louvers en 
tully, permitting capecity fan opera 
Deep shroud tects shutter from high 
. Thee . brackets and bearings 
not exposed to weather 
resists corrosion. Many 
other features. Write for illustrated cata 
leg 42-A 


AIR CONDITIONING 
PRODUCTS CO. 


2340 West Lefoyette Bivd. 
DETROIT 16, MICHIGAN 


¥ reason why you should 
ur 


inside trame, 
Special finish 


of the complete AIR-FLO line. 





oe 
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%* PAYS FOR ITSELF IN A WEEK 
because one man can handle appli- 
ances weighing up to 800 Ibs. 
Wheels swing forward to slide 
truck under the appliance; swing 
back to center the load. 
Sled-runner frame slides up and 
down stairs, in or out of truck. Ap- 
pliance is strapped on and cinched 
tight with ratchet cincher. Rubber 
pads protect appliance. Order yours 
today... only $48.50 
COLSON EQUIPMENT & SUPPLY CO. 
1317 Willow Street, Los Angeles 13, Calif. 








to readers of 
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MERCHANDISING: 
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len Percent War 


PPERMOST question in the minds of thousands of 

dealers and distributors in the appliance and radio 
industries, is the extent to which crippling controls and 
allocations will be applied to raw materials which go into 
the manufacture of the goods we sell. Memories of the last 
war, in which production in most of the important cate 
gories of our products was brought to a dead halt, are all 
too vivid, The applian ¢ and radio industries went to war 
with a vengeance Manufacturers converted almost 100 
percent to the production of war materiel; utilities strove 
to meet the exac ting demands of war-created loads and the 
distributive trades either went out of business, found othe: 
goods to sell or relied on servicing appliances already in 


use in the home. 


No right-thinking people, of course, will question for a 
moment the tact that, shouid the Korean struggle develop 
into a full-scale war, we should be prepared to throw our 
entire resources into the conflict, regardless of the efiect on 
the civilian economy. You don't argue when someone is 
holding a pistol at your head. But a fantastic amount of con 
fusion is the order of the day in Washington, It is small 
wonder, therefore, that business men generally are having 
a difficult time gauging the extent or seriousness of the 
situation insofar as their own planning is concerned. Adding 
to the confusion is a daily round of political statements 
conterences, executive orders and inspired news stories, 
ostensibly designed to clarify some aspect of the situation 
but which succeed chiefly in compounding the sorry mess 

Our own attempts to determine the scope and extent to 
which controls will be cl imped on the produc tion of civilian 
durable goods have met with little success at the time of 
writing The amount of steel equired tor war purposes, 
for instance, should provide an adequate yardstick. We 


are informed that prior to the start of hostilities the 


military were taking about one-and-one-half million tons 


a year, out of a total production of some 75 million tons. 


To date that has been stepped up to some Six or seven 
million tons, Obviously, there is still plenty left for normal 
production purposes. A greater proportion of the available 
supply ot copper 5s being requisitioned, but snill only a 


fraction of the total output. In fact, in most categories 


of raw materials, military requirements, even though they 
have been stepped up sharply in the past couple of months, 
seem to remain well under a figure of about ten percent 


of available productive capacity. 


Similarly, official statements concerning the extent to 
which the automotive industry, the appliance, radio and 
television industries, housing and other consumer goods 
businesses will be cut back, fall into this ten percent area. 
Lven forthcoming controls on consumer credit under the 
Federal Reserve Board, are being discussed as cutting back 
ten to twenty percent of consumer purchases. All of which 
gave rise to a remark by one prominent Washington official 


that “we are fighting a ten percent war.’ 


Certainly the comparative size of the Korean campaign 
would not seem to warrant much more than a ten percent 
strain — even starting from scratch—on the muscular Amer- 
ican economy. But as most people suspect, Korea is not a 
neat, self-contained campaign to be disposed of within 
precise, determinable limits. It is more likely to be the 
opemng curtain on many more acts in a gigantic drama. 
The familiar antics of hoarders, chiselers, black-marketers 
and the rest of their greasy ilk is evidence that they are 
looking for the long pull. The frantic rush for appliances 
of all kinds, widespread throughout the country, suggests 
that the public are thinking in terms a lot more drastic 
than ten percent. And they may be right. Perhaps it is 
better in the long run to be prepared for sterner eventual- 
ties than face us at present. 

s something cruelly cynical about the very phrase, 

percent war,” that hardly seems in keeping with the 

100 percent sacrifice being made by GI's and Marines on 
that far-off Korean beachhead. 
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The wringer that speaks for itself 


...and knows when fo stop! 
No wonder the new Lovell 77 wringer can speak for itself! No gern SO yn a | Nee 


ther wringer has so much to talk about! But don’t let the 
wringer do all the talking. Mernorize and tell the story of Lovell i 3 ele i D vy 
77's performance and construction—its exclusive Push-Pull \ P-S-S-S-T- HERES HO ~ 


Control CAN HELP YOU SELL 
7 MORE WRINGER WASHERS! 
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PULL AND | STOP! 
A lady-like push on the wringer 


» \ slight instinctive tug stops my rolls in } ) 
¢. stantly. I put safety where you need i frame swings me to the next y, 
~) And I don't 


PUSH AND | SWING! 


oe most it your finger tips operating position 
have a position lock lever to 
4 complicate things 


ae S 

Coy — 

an tlie - ; eg ee mh, _ WITHOUT LOVELL | WITH LOVELL 
| DO HEAVY m | CLEAN AS # . 


LIFTING! iD i ; ? 
/ | WRING! 


My gentle Pressure Cleans 


utton for work. Just 
e | end of an 
into my rolls—and at ' : A > ing action forces out dirt 

: ™ , 

, that would normally re ( 


main in the fabric. I'm 7 


quick and careful, too! y 


sist sal —_\_S 
= i a od 
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1 leave the rest to me! 





ict, comin en ae, ganas. aititha, .0F . fr 
-AND JUST LOOK HOW IM BUILT! : We PRESSURE 


7 wringers not only do our jobs better, we live longer — thanks ; pe CLEANS! NG 
i 


struction features lke these 


ouanoee TOP” CONSTRUCTION gives SINGLE-LEAF SPRING gives balanced 4 WRI NG FE RS 


yu ves added protection pressure. 


powsr sescrate = with thre ADJUSTABLE PRressuRE for every kind Lov 
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“Prophecy fulfilled 


“Two years ago, when Kelvinator introduced the first cold-clear-to-the- 
floor refrigerators to America, the prophetic advertisement above ap- 


peared in these pages. 


“In this advertisement, Kelvinator prophesied to us retailers that this 


revolutionary new design, originated by Kelvinator, would make history. 


“Well. truer words were never written. For, since the advertisement 
appeared, | have seen manufacturer after manufacturer tailoring his 


refrigerators to full-length cold, full-length door design. 


“And more than that, as a Kelvinator retailer, ve watched cold-clear- 
to-the-floor Kelvinators make history on the sales floor. ve seen their 
great pulling power — and I've seen them lift the average of my sales 


higher towards the tops in the line. 


Furthermore, | know that I can expect to see this design keep on pull- 


ing. For, in my cold-clear-to-the-floor Kelvinators, ve got the perfect 


answer to the vast replacement market in refrigerators—11 to 12 cubic 


feet of cold space—in the floor space of pre-war *6’,”"! 


GET MORE c eve 


..and then some!” 


“You know, all of this is not only a prophecy fulfilled; it is a pledge 
fulfilled. It is abundant fulfillment of that pledge in my Kelvinator 
Franchise Book which says: 


‘1. Engineering Leadership 


The history of Kelvinator products is a history of engineering 
achievement ...a challenging record of important ‘firsts’. Thus, 
the most advanced thinking will be found in products that bear 
the Kelvinator name. When Kelvinator heralds a new line, the 
unusual may rightly be anticipated . . . revelations in styling ... 
advanced utility ... new steps ahead in efficiency, economy and 
carefree performance ... brilliant features with strong consumer 
appeal and practical usefulness in the home.’ 


Pledge fulfilled? And then some! Prophecy fulfilled? And then some! 
Is it any wonder that all of us Kelvinator retailers like doing business 
with Kelvinator . . . and that we regard a Keivinator Franchise as our 


best business asset .. . now, and for the future!” 
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